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 Abstract 
The importance of food packaging has been increasingly seen in both developed and 
developing countries since the second half of the 20th century. The purpose of this 
research is to investigate the relationship between visual communication elements in a 
package label, their related marketing strategies, and the perception of the consumer in 
relation to their purchase decision-making. It specifically looks into milk packaging in 
Australia as a product that is widely purchased across regions, social backgrounds and age. 
This study, therefore, examines the potential of visual design to define positioning strategies 
to attract specific consumer groups at the point of sale.  
This investigation is based on the semiotic analysis of visual design elements in 
existing milk labels as well as those created during a participatory design workshop with 
consumers. Here participants play the role of designer and hence are given the opportunity 
to express their creative ideas via designs. The findings from the semiotic analysis are 
compared to the analysis of participant designs, generated through exploratory design 
sessions where participants were invited to design their own labels for milk products. By 
doing so, this study looks into both the designer’s understanding of the visual symbols as 
well as the users/consumers perceptions of how those symbols could be used to represent 
specific values.  While the insights provided here are not generalizable they may offer 
increased understanding about and for the design of, milk packaging.  
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‘What we do see depends mainly on what we look for. ... In the same field  
the farmer will notice the crop,  
the geologists the fossils, botanists the flowers,  
artists the colouring, sportsmen the cover for the game.  
Though we may all look at the same things,  
it does not all follow that we should see them.’  
 
― Sir John Lubbock,  
The Beauties of Nature and the Wonders of the World We Live in 
Visual Communication Elements in Fresh Milk Labels: xi 
  
 
xii Visual Communication Elements in Fresh Milk Labels: 
 Chapter 1:                                        
Introduction 
 
 Packaging is an under-discussed but increasingly important element of commercial 
success. Although the primary purpose of food packaging is to contain and protect food, it 
also plays an important role in attracting consumers as silent salespeople. During the past 
decade, consumer life style and behaviour, environmental concerns, distribution, 
globalization, technology and marketing have gradually changed and caused changes in 
both industry and customers’ expectations. Considering these emerging changes, the 
nature of the food advertising market is changing and the use of packaging as a marketing 
tool is increasing (Hawkes, 2010), consequently consumer decisions are arguably 
influenced by packaging. People may unconsciously buy products while in departmental 
stores or supermarkets that are either not needed or, if needed, whether a better matched 
product could be bought (Silayoi & Speece, 2004). In this regard, packaging offers 
manufacturers the power to influence buyers’ decision-making when selecting between 
products (Silayoi & Speece, 2007; Underwood, Klein, & Burke, 2001). This is visible in the 
way that traditional mass media advertising, using ephemeral messages, is replaced by 
tangible packaging codes that transmit permanent advertising messages. 
Therefore, the aim of this research is to investigate the relationship between food 
package design, consumers’ perceptions and decision-making processes. It does so by 
investigating semiotics and hermeneutics theories. The application of semiotic theory 
decodes the meanings of visual elements that can be used for packaging labels to achieve 
rational levels of communication, and the application of hermeneutic theory validates the 
interpretations from visual elements that can be used for packaging labels to achieve 
sensory/cultural levels of communication. These fundamental theories are used for 
applying empirical research methods to analyse existing milk packaging labels as well as the 
perception of these labels by consumers through exploratory design sessions including 
packaging design workshops (where consumers become designers to create their own 
labels), interviews and a survey. 
Every product can be distinguished through its graphics (e.g., colour, typeface, logos) 
and/or structural components (e.g., shape, size, materials) (Underwood, 2003). As 
consumers face various products while browsing supermarket aisles, visual descriptions on 
the packaging, and product pictures, are used as a separation strategy to induce sales 
(Herrington & Capella, 1995). The impact of the visual elements of packaging on consumer 
choices has been the subject of other studies (Joffe, 2008; Ogba & Johnson, 2010; Silayoi 
& Speece, 2004). However none of these studies has combined empirical methods to 
compare expert semiotic analysis of existing labels with consumers’ perceptions of the 
labels, and nor have they used consumers’ experimental designs of labels to see what they 
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 think would communicate the values  of the product in question. This combination of 
methods allows the researcher to have deeper insights into how consumers perceive and 
construct their meanings around packaging labels for milk in Australia. 
The theoretical framework for this Masters project is primarily based on semiotic 
theory, but also drawing upon hermeneutics and social reality theories. This framework is 
used to compare the analysis of existing labels with consumers’ perceptions of the labels 
and also to analyse consumers’ created labels and their perceptions of meanings of visual 
elements to reach a deeper understanding of consumer’s perceptions about visual 
elements of packaging and their meanings and the ways these meanings are constructed in 
societies. This chapter begins with the motivation and background on the main subject of 
this research study: visual communication in food packaging. The descriptions of the 
research problem and research questions are then covered. This is followed by the aims 
and contributions of this research. A brief description of the research methodology and 
approach including the details of the theoretical framework is then provided. The chapter 
concludes with an outline of the thesis chapters. 
1.1 RESEARCH BACKGROUND AND MOTIVATION 
Traditional studies have focused solely on product marketing through messages 
conveyed by the mass media, without taking into account the tangible visual codes 
transmitted by the permanent characters of packaging (Vila & Ampuero, 2007). Considering 
this research gap formed our research objectives. This empirical research study aims to 
relate the point of sale advertisement strategy of the particular named food products to 
certain specific packaging elements, such as colour, typography, graphics and imagery. 
Ultimately, this research contributes to the field of packaging design by offering a 
framework by which the effectiveness of the messages conveyed through packaging is 
analysed.  
It is extensively argued that packaging influences consumers’ responses to a product 
(Crilly, Moultrie, & Clarkson, 2004; Deng, 2009; Kozup, Creyer, & Burton, 2003). The main 
components of this packaging influence have been debated in the literature. There is a 
significant difference between graphic components such as colour, typography and 
imagery used and structural components such as the shape and the size of the containers 
and the materials used to manufacture them. This research is concerned with the graphic 
components of the packaging. 
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 Most products are positioned using messages spread through various media, which 
seems to be the most effective traditional way of achieving the desired market position, 
through intentionally targeting specific customer groups. Such messages, however, are 
naturally transient, while the more lasting nature of product packages that one can view, 
combined with their proximity to the purchasing decision, can ensure a more efficient and 
successful positioning. Additionally, product packaging continues to communicate the 
brand’s image and messages after purchase, as it remains in the consumer’s possession. 
The messages conveyed through packaging and its visual elements influence 
consumers, but there are few studies in the area of visual communication elements in 
packaging labels; most of them are specific to certain aspects, such as colours or images. 
This motivates the present study to investigate messages conveyed through a number of 
different visual elements, individually and as a whole. 
1.2 DESCRIPTION OF RESEARCH PROBLEM: POINT OF SALE DECISION-
MAKING 
The fact that product packaging creates significant competitive advantages by playing 
an important role in differentiation strategies as a marketing tool, especially for uniform 
perishable goods, has made packaging more attractive to marketers over time. According 
to Ampuero and Vila (2006), almost 75% of purchase decisions regarding perishable goods 
are made at the point of sale, which makes effective packaging differentiation mandatory in 
product categories such as milk.  
While product advertisement has typically been disseminated through various media 
channels, the marketing strategies taken by many advertising managers have shifted to 
point of sale communication. Other reasons for this change are the reduced costs and 
longer-lasting impressions of packaging on consumers when compared to traditional 
advertising strategies. Furthermore, the increasing trend towards retail self-service in 
supermarkets provides consumers with closer contact with products, which highlights the 
importance of product positioning to influence consumer choice as an important and, 
perhaps, last stimulating factor.  
Based on the arguments made by critics of business, sometimes consumers have 
been intentionally misled by package designs and the information published on them 
(Chaneta, 2012). Also, the great variety of alternatives available in the market makes it 
difficult for consumers to compare products and make an informed decision. Therefore, it 
is necessary to provide trustworthy information about nutrition, weight and volume on food 
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 package labels. However, there is no certainty in relation to the percentage of customers 
who read this information, and if they do so to what extent do they understand it (Chaneta, 
2012), and do they know what they can do with this information, or if the information on 
the label can answer exactly what they are looking for? These issues make the visual 
elements of packaging design a chief element in the decision-making process at the point 
of sale, as they are able to visually express intuitive messages that will influence the 
purchase decision. These messages, however, might not necessarily reflect the true values 
of the product itself. 
Visual communication is a critical element for food packaging labels, especially in the 
case of low-involvement products – habitually bought products that do not inspire 
significant effort in purchase decision-making. By researching the semiotics of milk labels 
and the perception of these labels by consumers, this research aims to find out how some 
specific visual elements are interpreted by the community and, consequently, offers some 
insights for designers, marketers and consumers on how to use and interpret these 
messages more effectively. 
1.3 THE RATIONALE OF THIS STUDY 
Product-related attributes, specifically visual characteristics, are the focus of this study, 
as these features can contain physiological, psychological and symbolic messages to 
consumers for communicating the values of products. There is evidence that psychological 
and emotional concepts such as calm, serenity, grace, and kindness can be conveyed via 
visual and physical attributes (Pantin-Sohier, Decrop, & Brée, 2005). This means that 
personality characteristics of products are defined according to their visual appearance, 
such as in colour, typography, graphics and images, as well as their physical appearance, 
such as its shape, size and materials used. These are identifiable signs used to classify and 
evaluate products (Pantin-Sohier, et al., 2005). As a result, consumers’ perceptions about 
products will be influenced by these visual identities (Pantin-Sohier, et al., 2005).  
Visual signals can be interpreted by consumers to add meaning and value to the 
products. The sensory profile of a product is composed from the visual and tangible 
observations that allow communication with consumers based on their perception 
preferences (Pantin-Sohier, et al., 2005). Such visual communication is carried out through 
visual elements of packaging design by designers and is interpreted by consumers. The 
designs by designers represent the conventionalized expressions of their experience 
formed in the social context of their origin. Therefore, how the social reality is constructed 
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 in society is a key concept of hermeneutic and semiotic analysis – applied in this study to 
analyse, interpret and understand the meaning of visual communication between products 
and consumers. 
1.3.1 Construction of Social Reality  
According to Searle (1995), there are two primary types of facts: physical facts, such 
as trees, rivers and mountains, and mental facts, such as judgments, perceptions and 
feelings. Mental facts have a dependency on physical facts because of their dependence on 
physiological processes of consciousness for existence. Physical facts such as the existence 
of mountains and valleys always exist as independent objects, regardless of human beings’ 
attitudes about them. However, social facts can be considered as both objective and 
subjective, since there is a dependency on people's opinions. Individuals consciously 
understand the physical and mental facts through the physiological processes of 
consciousness. As a result, social reality is constructed on the combined interpretations of 
physical and mental facts (Searle, 1995).  
Mental facts, whether based on their referral to something inherent or superficial, can 
be categorised as intentional or unintentional. Intentionality here refers to how these facts 
relate to something. Individuals are able to understand intentional mental facts in singular or 
collective settings. Social facts are intentionally constructed when a significant number of 
individuals (collectively) realize and agree upon certain ideas (Searle, 1995). The value of an 
Australian ten-dollar bill, for example, is considered as a social fact because human beings 
have agreed on the matter (Searle, 1995). Mental facts are considered as objective facts 
when they have been accepted by a majority of individuals. Thus the value of a ten-dollar 
bill is also considered an objective fact, in the sense that it has been collectively agreed 
upon. The responsibility of an authority to implement law is another example of an 
objective social fact, as it is not a matter of individual preferences. Therefore, since social 
facts are not exclusively related to individuals, they can be epistemologically considered as 
objective. They are, however, ontologically subjective, as their existence still depends on 
the approval of a majority (Searle, 1995).  As most visual communication elements, which 
are the focus of this study, are based on social agreements and not personal preferences, 
this research is bound to the epistemological level of socially constructed mental facts.  
The social construction theory suggests that physical facts can be a “status indicator” 
for social facts. A driver’s licence is an example of physical fact representing the social fact 
that one is legally allowed to drive. It is possible that collective intentionality enforces a 
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 “status-function” on a social fact. For instance, a status-function may be assigned by 
collective intentionality to the social fact indicating a driver without a licence (Searle, 1995). 
Similarly, a packaging label can be understood as a physical fact representing a certain 
social understanding of what that product is. This may carry a status-function indicating a 
certain message referring to the characteristics of the product. 
The important point is that social reality is comprised of not only physical facts but 
also mental facts, and that different levels and combinations of interpretations of these 
physical and mental facts can create different categories of the social facts that determine a 
certain reality. One of these categories is institutional facts, which happen when social facts 
are functionally allocated to physical and mental phenomenon and there are a sufficient 
number of members from the community to continue recognizing and accepting its 
existence (Searle, 1995). Linguistic and non-linguistic facts are two possible forms of 
institutional fact. Social reality is structured from different levels of social facts representing 
logical functions, and collective intentionality determining status-functions (Searle, 1995).  
According to the theory of the construction of social reality, visual elements are a 
combination of physical and mental facts constructed in societies over time and which 
have become social institutional facts, as a majority of consumers agree on them. 
However, a number of disagreements with the visual elements becoming objective social 
facts might exist. In order to better understand the differences occurring in the perceptions 
of packaging labels as a social fact, the agreement or disagreement of different forms of 
collective intentionality must be fully investigated. In this study, this was investigated 
through exploratory design sessions where participants with different social backgrounds 
were invited to design desirable labels for milk products, and these were then compared to 
the perception of extant milk labels by the same group of participants, as well as a broader 
group of consumers.  
1.4 RESEARCH QUESTIONS 
This research explores how key visual communication elements such as colour, 
typography, graphic elements and imagery are combined in packaging labels to influence 
consumers’ perceptions of food products. It explores the socially constructed meanings 
attributed to each of the symbols and some of the potentially unrealistic/misleading 
messages. These aims have informed the following research questions: 
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 1. What visual elements of packaging influence consumers’ purchase decision-
making processes?  
2. How do the visual elements of packaging influence the decisions made by 
consumers? 
1.5 OVERALL AIMS OF THE STUDY AND CONTRIBUTIONS 
This research aims to investigate the relationship between food package design, 
consumers’ perceptions and decision-making processes with a focus on the aesthetic 
properties and visual features of the package labels. By doing so, this research also looks at 
the potential of packaging to undertake a significant role in product advertisement strategy. 
This research specifically investigates the packaging of milk products in Australia.  
The contributions of this study to the body of knowledge and to the field of 
packaging design include the development of a framework for designing food packaging 
that is in line with product and consumer ethics. It does so through analysing current 
commercial packaging labels for fresh milk in Australia. 
1.6 RESEARCH SCOPE AND LIMITATIONS 
Although cost-effectiveness, environmental impact, food safety and the desires of 
consumers are important aspects of package design that can influence consumer 
decisions, they are not the direct focus of this study. Rather, this work focuses on the visual 
communication aspects of packaging. In terms of visual communication, packaging design 
can be categorized into two main streams: (1) shape and structure design, and (2) exterior 
graphic design (Stravinskiene, Rutelione, & Butkeviciene, 2008). This study focuses on the 
graphic design and visual communication aspects of the packaging. 
Additionally, the “exterior” graphic design includes (1) visual design elements such as 
colour, lines, symbols, graphics, pattern and pictures, logo and typography; and (2) verbal 
design elements such as brand, brand slogans, product name, producer/country, 
information and instruction of usage (Rettie & Brewer, 2000; Stravinskiene, et al., 2008). 
The former visual design elements inform the scope of this research. The written/verbal 
elements are considered as visual design elements, not as verbal elements. Hence, the 
verbal and functional design elements are out of the scope for this study.  
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 1.7 RESEARCH METHODOLOGY AND APPROACH 
This research deals with social and cultural understandings of reality that are 
represented through packaging labels. Semiotics and hermeneutics are appropriate theories 
for analysing the qualitative data in this context. Semiotics is the primary approach used, 
guiding the analysis of the visual communication elements collected by unpacking the milk 
packaging labels. Hermeneutics is not strictly employed rather it is used as it allows for 
depth of individual experiences and cycles of understanding. Each of these approaches is 
now briefly described with greater detail in Chapter 3. At the end of this section, the cultural 
context of this study and my own background are briefly explained. 
Firstly, semiotics is a well-known approach to investigating how meanings are 
communicated through signs and codes. Individuals make meanings through the creation 
and interpretation of signs. This study considers visual elements as signs that are purely 
psychological. Each sign contains two dimensions: signifier (the physical form of the sign) 
and signified (the concept of the sign) (De Saussure, 2011). The relationship between these 
two aspects is a convention defined by the agreement of a group of individuals as the 
meaning of certain visual communication elements. Therefore, regardless of sensory 
attributes, products carry their own meanings, as they emotionally communicate with 
consumers through symbols that represent their functions and benefits. In fact, symbols 
can be considered as a translator between a product’s intentions and a consumer’s 
perceptions (Maisano, 2003). 
Semiotic research is a valuable resource in the commercial world, because it can 
provide beneficial insights to that commercial sector by facilitating understanding of the 
sphere of packaging design, such as communicating product values, personality and brand 
positioning (Maisano, 2003). For example, Barthes’ seminal paper (Barthes, 1993), the 
Rhetoric of the Image, describes the semiotic construction of signifiers, such as natural 
signifiers, in a Panzani advertisement for pasta. When consumers are faced with the codes 
contained on packaging, they intuitively interpret and respond. Understanding these 
semiotic signs not only provides interesting historical concepts but it also establishes a basis 
for contemporary concepts about products that are pleasing to consumers (Maisano, 
2003). 
Secondly, while hermeneutics is not employed in the strict sense of the philosophy, 
its inclusion is valuable insofar as it acknowledges the theory applied to analysing and 
interpreting the meaning of visual communications as understood by the participants of this 
study. Hermeneutics allows for in-depth interpretation of qualitative data. It also validates 
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 the interpretations from visual elements decoded by semiotics. Here hermeneutics is used 
to frame the visual communication elements as social reality facts, for example the colour 
green conveys an environmental friendly feeling when used as a communication element 
due to a collective belief in societies. It is understood from hermeneutics that individuals 
have different understandings and interpretations of the world based on their observations, 
prejudices, personal history and culture. Understanding the subjective meaning of visual 
communication elements is also possible through the hermeneutic circle, which is through 
the iterative understanding between a complex whole and its parts. Hermeneutics 
philosophy can also be used to show how an individual’s unique life situation adapts various 
cultural viewpoints (Dreyfus & Rabinow, 1982). 
In this thesis culture is understood as a collective learned behaviour, belief, and value 
of a large group of people, which is inherited from previous generations and distinguishes 
them from other people. Rudi Laermans (2011) mentioned that a number of philosophers 
believe that an act of comparison is the basis of the notion of culture where he states 
‘“Culture” is that which makes incomparable ways of living comparable’. The implication of 
this comparative approach is a relativistic view that emphasises on distinctive cultural traits 
and distinguishes the nature of every culture, while the notion of culture stresses the 
uniqueness of each and every way of life (Laermans, 2011). Gregory Bateson as per his 
seminal essay ‘Culture Contact and Schismogenesis’ (1973) argues that a culture arises 
when different ways of living come in contact.  
As an Iranian born woman and Australian citizen for the last seven years, the author 
has found a number of cultural similarities between Australia and Iran. This includes the 
shared understanding of milk as a breakfast item in the morning for its nutritional value. The 
value of fresh cow milk for the author is similarly important as that perceived in Australian 
culture, for example, the author believes that fresh milk is a main nutritional source in 
breakfast meals that is a similar belief for Australians. In terms of conducting the research, 
various strategies have been considered to minimise bias as much as possible. These are 
avoiding general questions in both interviews and surveys, and striving for objectivity. In the 
case of designing survey questions and analysing the results, the supervisory team was 
consulted for moderating possible biases. 
The theoretical framework for this Masters project that is primarily based on semiotic 
theory (but also drawing upon hermeneutics and social reality theories) and the cultural 
understanding of the author inform the following approach to data collection and analysis. 
This research includes (i) data collection concerning existing milk labels (case studies) and 
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 consumer-created milk labels, and (ii) two levels of data analysis, as shown in Figure 1. 
Firstly, the study aims at understanding the key visual design elements of packaging, 
represented in the design of both existing and consumer-created labels using semiotics and 
hermeneutics for the visual analysis of these elements. Based on the outcomes of data 
collection, the Level-1 data analysis explores the intended messages of existing designs 
through semiotic analysis (similar to the approach used by Barthes (1993) to 'skim off' the 
different messages a Panzani advertisement contains) and consumers’ perceptions of 
packaging through exploratory design sessions to establish the associations between 
packaging visual design elements, the meaning attributed to them and the implied 
messages they convey. Finally, further qualitative analysis is carried out in the Level-2 data 
analysis to interpret the outcomes of the Level-1 data analysis and to compare the results 
for consumer-created labels with those of the existing packaging labels in a rich semiotics 
context.   
 
Figure 1: methodology and methods to analyse visual communication 
 
1.7.1 Exploratory Design Sessions 
Exploratory design sessions conducted for this study include an activity in which 
participants were asked to design a milk label. This aimed to facilitate understanding their 
perception of these labels. Participatory Design is used here to investigate the milk 
packaging through the viewpoint of consumers as designers. This participatory activity is 
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 more than just a research method, it helps people to reveal the ideas they have to offer to 
design process and express their creativity. This values the idea of consumers not only as 
users but also as designers for the packaging of the product they consume frequently to 
reflect on their design preferences. Consumers who are non-designers take part in creative 
activities using various visual and semantic tools. This participatory experience helps them 
with idea expression that otherwise may not be easy due to lack of skills or confidence.  
This creative involvement also helps this study to establish new ways of thinking for deeper 
understanding and designing better packaging options. This type of participation where a 
consumer becomes a designer in a research study is consistent with the understanding of 
“Participatory Design” in the literature. Participatory Design and its principles are discussed 
further in Chapter 4, Section  4.2.2.1. 
1.7.2 Selection of Case Studies 
Case studies, shown in Figure 2, were selected based on theoretical analysis and on 
the suitability of the products in relation to their visual references and brand popularity. Six 
different product lines from the three most saleable milk brands in Australia, namely, Dairy 
Farmers, Pauls and Pura (Drinking milk products in Australia, 2013), were selected. Pauls and 
Dairy Farmers products are sold in Queensland while Pura products are not available in 
Queensland. Dairy Farmers and Pura products are, however, marketed by the same 
company in Australia but with different packaging label designs for different states. These 
products are the two most consumed categories of milk, full cream milk and 2% fat milk 
(Clemons, 2014). Although supermarket branded milks are the most saleable products, they 
are excluded from this study because their pricing plays a significant role in their market 
position, which is not an element studied in this research. These 6 case studies are studied 
here through the use of surveys. This is as a means to understand point of sale decision 
making, as is detailed in Chapter 4. 
 
Figure 2: Case studies 
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 1.7.3 Selection of the Participants for the Exploratory Design Sessions 
This research required participants who were not educated or undergoing study in 
design or art disciplines; participants who had had qualifications in, or were pursuing, 
qualifications in design and art were excluded. The basis for this selection was to study 
people’s interpretations of visual communication elements represented on packaging, it 
was thought that knowledge of design and art would influence these interpretations. 
Members of the public (including the QUT student and staff population) who were adults 
(over 18) of differing ages and gender were sought.  
“Gender” and “age range” were among the personal information collected in the 
study. These data were collected to indicate any opportunity for detecting trends that may 
inform future work. For example if all males had preferred a particular colour for a design 
over other colours, it would have informed possible additional future study. The participants 
were also asked about the number of years they have been in Australia. This was asked to 
understand their level of familiarity with the packaging of milk since the amount of fresh 
milk (whole) consumed in various countries is different. For example, as shown on the 
United Nations’ Food and Agriculture Organization database (FAOSTAT, 2011) the annual 
quantity of milk supplied for each person  was 112.70 kg in Australia in 2011, whereas this 
was much less in China for the same year ( 28.80 kg/capita).  
1.8 THESIS OUTLINE 
This thesis is organized in six chapters.  
Chapter 2 reviews the context of this research by exploring the concepts associated 
with food packaging, the need for packaging and its roles, and the purchasing behaviour of 
consumers.  
Chapter 3 reviews the theoretical framework that informed this study: hermeneutics 
and semiotics, their implications for packaging design and perceptions. 
Chapter 4 discusses the methodological research approach designed for this study, 
including the data selection, collection processes and instruments of data analysis. 
The findings and results are presented in Chapter 5. This chapter explores and 
compares the findings regarding existing milk labels as well as those newly created by 
participants in the exploratory design. 
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 Chapter 6 provides a discussion on the findings, including the identification of the 
most influential design elements for milk packaging labels. The discussion section of the 
chapter offers some insights on design solutions that may benefit designers and consumers 
alike. The last section of the chapter provides a conclusion to the study and provides 
further research ideas for future investigation. 
Appendices provide complimentary information about (A) the procedures and 
timeline for the exploratory design sessions, (B) details of the ethics application to the 
University, (C) the analysis tables for the existing milk labels (case studies), (D) the graphs 
and charts to visually represent the results understood from the analysis tables, (E) the milk 
label designs created by participants in the packaging design workshop used as part of the 
data collection phase, (F) the transcriptions of interviews with the participants in the 
exploratory design sessions, (G) the survey conducted as part of the data collection phase 
for the existing milk labels (the case studies). 
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 Chapter 2:                         
The Context of Packaging 
 
 Packaging is a vital component in modern life. The important growth of packaging 
can be increasingly seen in the second half of the twentieth century, not only in 
industrialised and developed countries but recently also in many developing countries 
(PCA, 2005). In general terms, packaging can be defined as a science, art and technology 
artefact used to protect, preserve and identify products while facilitating handling, as well as 
helping successful commercialisation (Lee & Lye, 2003). Packaging facilitates the 
relationship between food manufacturers, retailers and consumers, as they employ the 
latest technologies to produce designed products. 
This chapter describes the usual needs for packaging, the different roles it can play 
and reviews some purchasing behaviour factors that influence package design, such as 
visual and cultural elements and customer demographics.  
2.1 THE NEED FOR PACKAGING 
Consumers want to readily become aware of two essential notions about any 
product at first glance: what it is and what it does (Oesterle, 2009). Essential information 
about a product such as brand identification, cooking instructions and suggestions, as well 
as pricing, are expressed on packaging.  
Package attributes such as colours and front-of-pack symbols, as well as food 
packaging innovations such as easy opening, offer brand identification and differentiation, 
and also evoke emotions and associations that can affect consumer decisions while 
reinforcing a brand's benefits and/or symbolism (Hawkes, 2010). In some cases, packaging 
and brand are the main aspects that influence decision-making, rather than the product 
itself (Chaneta, 2012). The package, in these cases, transcends being just a medium and 
becomes the status of the product itself (Hawkes, 2010). 
It is possible to consider the information displayed through packaging as being of two 
different types of information: linguistic and visual. Linguistic information is usually related 
to the technicalities of the product, conveying meaning and messages (denotational and 
connotational). Visual information, on the other hand, refers to the general appearance of 
the package and the visual elements used in the pack or label, which may have implicit 
meanings and indirect messages. The following section discusses these two types in more 
detail.  
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 2.1.1 Linguistic Information 
Most of the information that consumers need to know about a product and its 
properties can be provided through linguistic elements on packaging. Food package 
labelling has to satisfy legal requirements for nutritional value, product identification, 
ingredients, expiry date and net weight declarations, as well as instructions for the user and 
manufacturer information.  
As concerns for healthier diet increase, the importance of clear labelling becomes 
critical. This is because packaging information provides the opportunity for consumers to 
make informed decisions (Coulson, 2000). For instance, it might be used to declare 
allergen or prohibited ingredients for different religions, or provide information that can 
assist diabetics sufferers to avoid certain products (Coulson, 2000). Therefore, 
manufacturers and marketers have an ethical responsibility to provide clear information 
about nutritional content and ingredients of their products via packaging (Pettersson & 
Fjellstrom, 2006).   
2.1.2 Visual Information 
Expectations about a product are built based on packaging design attributes, such as 
colours, symbols, materials, shapes and images, as they induce specific semiotic 
significances (Bramklev, 2009; Rettie & Brewer, 2000; Silayoi & Speece, 2004). In the 
current competitive self-service market style, manufacturers can use packaging design as a 
real-time advertising opportunity to generate appropriate expectations and persuade 
consumers to buy a product before they attempt to select the brand (Gelici-Zeko, Lutters, 
ten Klooster, & Weijzen, 2013). However, it should be considered that consumers’ 
expectations can be consciously or subconsciously affected by their pre-trial judgments 
through previous experiences with the product, the store where it is being sold and the 
price (Ares & Deliza, 2010; Olson & Dover, 1979).  
Companies and designers purposely select or reject visual elements such as colours, 
images and symbols, as they have the power to build brand identity and corporate image 
(Aslam, 2006). A good example is the three influential aspects of colours, as identified by 
Moser (2003), that can facilitate ‘emotional branding’ through product packaging: (i) 
sophistication (ii) ability for being distinctive among the same classes, and (iii) attractiveness 
and ability to stimulate selection. This demonstrates that colours, linked to specific 
emotions, are deployed by companies to target different ranges of preferences in the 
market. Similarly, all other visual elements can be utilized in the packaging design process 
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 for generating suitable expectations through evoked meanings about real characteristics of 
products on packaging.  
Investigating the meanings attached to visual elements in packaging is therefore 
necessary. This is a core concern of this project, relating to the research questions set in 
Chapter 1: What visual elements of packaging and how do they influence the decisions 
made by consumers?. Here, the aim is to understand how particular visual elements are 
identified, perceived and interpreted by consumers. This will inform the development of a 
subsequent framework of meanings, with the aim of informing more attractive and more 
ethical designs.  
Both linguistic and visual information are used to convey particular meanings and 
messages (denotational and connotational) to potential buyers. According to Mitchell and 
Papavassiliou (1999) almost 90 per cent of consumers prefer to see nutritional information 
panels, with an identical layout on packaging of all food products. In contrast, packaging 
often features redundant, misleading and/or inaccurate information, including visual 
elements that evoke other values rather than the ones truly contained in the product. The 
information on packaging can, therefore, end up confusing buyers. In order to make 
purchase decisions easier and more trustworthy, the design of package labels should 
consider the trade-off required between the information conveyed to consumers and the 
products available to them for purchase (Silayoi & Speece, 2007). This research intends to 
fill a gap in visual design research by investigating the meanings of the visual elements 
applied to package labels and how they affect a consumer’s decision-making in being able 
to select products for a quality that matches their expectations. 
This study concentrates on the visual communication aspects of milk packaging in 
addition to the semantic meaning of linguistic messages that, in this research, are also 
analysed as visual elements: looking into how the words are visually presented (typeface, 
colour, positioning). This is because visualising messages about a product forms significant 
influences, especially in the case of low-involvement products such as milk; as per the 
definition given in Chapter 1, low-involvement products are the frequently bought products 
requiring minimal thoughts and efforts when purchased. In food packaging, the meanings 
and messages (denotational and connotational) of visual and linguistic elements can be 
seen and interpreted as common concepts. Some of these themes are discussed next. 
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 2.1.3 Common Themes in Food Packaging: healthiness, naturalness and 
freshness 
All companies need their products to be recognized and purchased, so they often 
encourage consumers to think their products possess more desirable factors than their 
competitors’. In relation to food products, characteristics such as healthiness, naturalness 
and freshness are often highlighted (Carrillo, Varela, Salvador, & Fiszman, 2011; Devcich, 
Pedersen, & Petrie, 2007; Lunardo & Saintives, 2013). Packaging is one of the main artefacts 
mediating the communication between the producers and consumers; therefore, it is 
common to see references to these themes in food packaging. Each of these concepts has 
a set of visual and linguistic symbols that is used to represent them. This research 
investigates how visual elements are used to represent these themes and how consumers 
perceive these messages in food packaging. Hence the need to explore some of the 
common symbols used as visual representation of “naturalness”, “freshness”, and 
“healthiness”, to later compare them to the findings of this research. 
Naturalness 
Health and wellness are among the major concerns for consumers who demand 
natural products. This explains the results by Mintel Global New Products Database (Helm, 
2009) where it was stating that the word “Natural” was included on the packaging of 23% of 
food products and beverages launched in 2008 and, hence, became a leading claim. 
However the effectiveness of such widely used claims in inducing “naturalness” to 
consumers still remain undetermined (Lunardo & Saintives, 2013). Lunardo and Saintives 
(2013) believe claims to naturalness can make the message ‘the product is natural’ more 
salient in the minds of consumers, while Beverland et al. (2008) believe that some 
consumers may negatively perceive this type of claim as simply marketing technique. If 
consumers feel that the message is used for marketing, it can undermine the authenticity of 
the product and, hence, the naturalness message will be undermined (Lunardo & Saintives, 
2013). Hence, the situations within which claims towards naturalness lead to induce ‘the 
product is natural’ and the process involved the induction remain undecided.  
Furthermore, the studies in the literature mostly consider the “naturalness” messages 
as it is conveyed through the denotation of linguistic communication rather than through 
the connotation of visual communication. The study of visual messages in conveying 
“naturalness” could reveal new insights. While linguistic messages may have some negative 
implications, it might be different with visual messages, as they can be suited to the 
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 consumer and suggest naturalness in a way that is more acceptable. This study therefore 
considers the effectiveness of visual elements on communicating “naturalness”. 
Freshness 
Product freshness is associated with the closeness of a product to its original state in 
terms of processing and delivery. Time determines the level of food freshness on its arrival 
at store (Cardello & Schutz, 2002) and/or when it was picked/harvested/packed (Péneau, 
Linke, Escher, & Nuessli, 2009). Péneau et al. (2009) concluded that a collective 
understanding of freshness is seen among consumers, and their perceptions of freshness 
vary based on the information available to them about the product. The majority of 
discussions in the literature are formed around aspects of “product freshness”, such as 
sensory attributes like product ingredients, as well as non-sensory attributes like expiry date, 
shelf life and production process (Péneau, et al., 2009). 
Consumers mostly judge the freshness state of a product based on the visual 
appearance of the product (Péneau, et al., 2009). Davies (2001) also mentioned that 
product packaging labels do not satisfactorily communicate the fresh state of a product 
because insufficient information is revealed regarding the food’s origin and the processes 
involved. This study found that there is a great gap in the literature in identifying visual 
elements that represent “freshness”. Because the concept is very important for milk 
products, this study will investigate the visual elements of packaging influencing the 
perception of freshness.   
Healthiness 
Food healthiness is an important motivation for food choice, and considering that 
health aspects are becoming a pervasive tendency among consumers (Carrillo, et al., 2011), 
healthiness of foods is emphasized on food packages by stressing nutritional information or 
health-related accreditation logos, such as The Heart Foundation or Certified Organic 
logos. This can be an effective technique to encourage consumers to purchase products. 
However, there are other, less direct, ways to visually communicate the idea of healthiness. 
For instance, to induce healthiness, designers have used low intensity colours (white / 
green / blue), elegant/cursive/slim typography, “healthy” linguistic information, pictures of 
healthy ingredients, and pictures of active people. On the other hand, high intensity colours 
(yellow / red / brown) and playful/bold fonts may suggest not so healthy product 
alternatives (Van der Laan, De Ridder, Viergever, & Smeets, 2012). The connection between 
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 what is expressed in the packaging and what consumers understand from these messages, 
however, is not yet well understood (Raghunathan, Naylor, & Hoyer, 2006). 
The relationship between some visual elements of packaging, such as typography, 
pictures, linguistic information and logos, and the perceived healthiness/un-healthiness of a 
product was studied in the literature. These studies are, however, in disagreement (Gelici-
Zeko, et al., 2013; Van der Laan, et al., 2012). Some studies indicate that customers’ 
responses to healthy messages and nutritional information on brand labels (known as 
“healthy labels” here) can be negative (Raghunathan, et al., 2006), while healthy labels are 
found to be preferred in some other studies, as reflected in (Provencher, Polivy, & Herman, 
2009; Sabbe, Verbeke, Deliza, Matta, & Van Damme, 2009). Also, some studies, including 
(Borgmeier & Westenhoefer, 2009; Feunekes, Gortemaker, Willems, Lion, & van den 
Kommer, 2008), show no behavioural preference for healthy labels. This disagreement 
highlights the need for a research method that lets the user decide what symbol they 
would choose to represent healthiness, which could give designers better insights into the 
perception of healthiness in visual communication.  
2.2 THE ROLES OF PACKAGING  
The primary purposes of food packaging are to contain and protect foods and to 
provide all the necessary information about the products for consumers. However, 
packaging is also a powerful marketing tool to showcase products at the point of sale to 
attract consumers (Behaeghel, 1991; Peters, 1994). There are two roles for packaging 
explored in the literature, which are of most relevance to this work: packaging as a product 
representative and packaging as a marketing tool. The differences between them is subtle 
but relevant to this study, as packaging represents the product to consumers through lived 
experience, helping them to make informed decisions, and it also works for producers to 
show their competitive advantages through mediated experience. 
2.2.1 Packaging as Product Representative 
A study performed by the Paperboard Packaging Alliance in 2005 revealed that a 
product and its package are one and the same in the minds of consumers (Anonymous, 
2010). There are two main reasons for this (Underwood, 2003):  
Firstly, packaging is an attribute of the product that evokes meaning through the signs 
it utilizes to communicate and interact with the user (Underwood, 2003). These attributes 
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 can help consumers to make informed decisions at the point of purchase (Underwood, 
2003). This is due to the tendency of consumers to believe what they see on, or 
understand from, packaging is what they will get (Clement, 2007). Packaging can be a 
potential cultural product in itself, as it communicates meaning. At the same time it 
strengthens the social creation of meaning through the association of symbols to a certain 
product or product quality. 
Secondly, packaging communicates meanings via both mediated and lived 
experience, which might boost sales in competitive markets (Underwood, 2003). This is 
because packaging is a representative of the product. Once the packaging is seen, the 
product is remembered by consumers (mediated experience), and once the product is 
purchased, the packaging stays in the possession of the consumer for some time (lived 
experience), thus reinforcing the meaning of the symbols expressed in them.  
Brand personality is established by the physical and psychological aspects and visual 
traits of packaging. All the necessary information about the product is conveyed to 
customers on the packaging through words, graphics and materials used, as well as by its 
size and shape. These elements determine the distinctive character of a product. This is 
more evident for “low-involvement products” (Silayoi & Speece, 2007) – frequently bought 
products requiring insignificant thought in decision-making, such as routine grocery 
purchases – than for “high-involvement products”. Punyatoya (2011) states that the brand 
and emotional characteristics associated with it are more influential on the purchase of 
high-involvement products than low-involvement products. Correspondingly, when buying 
low-involvement products, consumer decisions are usually made at point of sale. The role 
of packaging and its communication elements are both more important and more effective 
for the sale of low-involvement products than for high-involvement products (Silayoi & 
Speece, 2007). As this research is concerned with milk packaging, it is crucial to consider 
the aspects related to low-involvement product purchase decision-making.  
Interesting facts are revealed from respondents of consumer behaviour surveys that 
packaging is the second most important factor in decision-making, with taste being the first 
one. Third comes price (Silayoi & Speece, 2007). Also, 84 per cent of customers tend to 
purchase the same quality products with around 10 per cent higher costs if they are well 
presented (Silayoi & Speece, 2007). A study from the Henley Centre demonstrates that 
almost 73 per cent of products are usually purchased at the point of sale without deeper 
consideration or previous planning, emphasizing the significant role of packaging as a 
communications tool and differentiator in marketing strategies (Ogba & Johnson, 2010; 
34  Chapter 2: The Context of Packaging 
 Silayoi & Speece, 2007). These studies prove that packaging is a key element of influence 
on consumers’ choices, especially when considering low-involvement products.  
A study of Thai consumers states that almost 50 per cent of low-involvement 
products are purchased by average-income buyers as soon as they enter the store and after 
exploring all of visual elements of the packaging (Silayoi & Speece, 2004). Consumers often 
ignore the range of similar product categories, as they often buy products habitually, 
especially low-involvement items (Silayoi & Speece, 2004). However, Clement (2007) 
suggests that if consumers see another attractive package they may switch to that product. 
So, distinctive visual elements on packaging can lead the attention of consumers, especially 
in the case of low-involvement products (Clement, 2007). However there is still a question 
of which elements will influence the decision-making process and how meaning is created 
and perceived around these elements. 
2.2.2 Packaging as Marketing Tool 
Packaging is a powerful marketing tool and is increasingly shifting into the role of 
“salesperson”, known in the marketing domain as “the silent salesperson” (Hill & Tilley, 2002; 
McNeal & Ji, 2003; Ogba & Johnson, 2010; Rettie & Brewer, 2000). Packaging has the 
power to sell a product because it is the first point of attraction to consumers and is core to 
the purchase decision-making process. 
Focus on the graphic and structural components of packaging has increased, as 
consumers tend to value the visual appearance of a product over its other features 
(Creusen & Schoormans, 2005). A product that has a stronger aesthetic appeal can be 
favoured in relation to other products, even though the others might function or taste 
better or have a better price (Creusen & Schoormans, 2005).  
Recently, funds spent on traditional mass media advertising to build new brands have 
decreased because of the role of packaging as a powerful communication tool 
(Underwood, et al., 2001), further strengthening the point that when comparing relatively 
similar products to differentiate, identify and finally make decisions at the point of sale, 
packaging is key (Prone, 1993; Underwood, 1999; Underwood, et al., 2001). 
Prominent colours, fonts, sizes, descriptions and logos can introduce specific 
characteristics of a product among similar competitive products, and have an active impact 
in the minds of purchasers at first glance. Recent developments on packaging technology, 
such as resealable and easy-to-open packs, facilitate convenience and ease of use, further 
advancing packaging as a tool of marketing communications (McNeal & Ji, 2003). 
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 The roles of packaging as product representative (for lived experience) and marketing 
tool (for mediated experience) have special significance for low-involvement products such 
as fresh milk. Visual packaging elements and information represented on packaging are 
influential on consumers’ decision-making processes and is crucial to both roles of 
packaging. However, packaging is only one element in the decision-making process of a 
purchase. Consumer behaviour at the point of sale is another crucial aspect of this 
dynamic. 
2.3 PACKAGING AND PURCHASING BEHAVIOUR   
The responses of different people to different package designs are dissimilar due to 
their various levels of involvement with different products (Vakratsas & Ambler, 1999). These 
responses are determined by two factors: the qualities of the packaging and the behaviour 
of the consumer. 
As packaging technology visually communicates information that is strongly linked to 
the lifestyle of consumers, technologies addressing the behaviours of potential consumers 
may be treated as an informational element of packages (Silayoi & Speece, 2007). As 
suggested in the literature, the attributes of packaging are selected according to the 
preferences of the targeted consumers. The participation level of each attribute in 
attracting consumers is carefully selected to characterize a realistic approach in the market 
(Gil & Sánchez, 1997; Murphy, Cowan, Henchion, & O’Reilly, 2000). Therefore, it is 
important to analyse some of the main attributes of packaging (visual and physical) in 
addition to some marketing strategies and consumer purchasing behaviour found to 
influence the decision-making process of consumers in choosing packaged food brands. 
2.3.1 Packaging Attributes Influencing Purchase 
Since attribute evaluation of low-involvement products during the decision-making 
process is less important, noticeable factors on packaging, such as graphics, typography 
and colours, play a significant role in consumers’ choices of such products (Grossman & 
Wisenblit, 1999). This section reviews the packaging attributes that may influence 
consumers’ choices. 
Image 
It is widely believed that on-packaging images are particularly better motivators than 
words. This is because images achieve a sensory level of communication of information 
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 (MacInnis & Price, 1987) while words usually lie on the rational level (Underwood, et al., 
2001). Hence images are more powerful than words at some point of purchase situations, 
such as when there is a lack of information about the product line. Furthermore, some 
research shows that realistic images are preferred over abstract images in regards to the 
style of visual information (Alesandrini & Sheikh, 1983; Underwood, et al., 2001). 
As visual information generally draws more attention in advertisements than does 
verbal information, potential advantages can be gained using visual elements in packaging 
(Underwood, et al., 2001). The research carried out by Pieters & Warlop (1999) investigates 
the visual attention during brand choice. Their study reveals that consumers tend to rely on 
pictorial information instead of filtering linguistic information if they are pressured for time, 
which is the case of purchases of low-involvement products. In this regard, visual 
packaging information can be seen as an ‘advanced organizer’ and may set the 
expectations of potential consumers for the ingredients of the actual product and contents 
of the verbal elements on the package (Houston, Childers, & Heckler, 1987; Underwood, et 
al., 2001).  
Another important characteristic of on-package images is that they may enhance the 
incidental learning of potential buyers (MacInnis & Price, 1987). According to Underwood et 
al. (2001) this can be a significant aspect for low-involvement nondurable products. A 
number of research studies have demonstrated that information is learnt more effectively 
and quickly through pictures in the decision-making process than is the case with words 
(Alesandrini, 1982; Mandler & Johnson, 1976).  
Although pictures have been found to provide a significant effect on low familiarity 
brands and product lines (Underwood, et al., 2001), no significant effect of pictures has 
been observed on high familiarity brand packages. There are a small number of studies that 
have evaluated the combination of semiotic qualities, perception and construction 
meaning through image in packaging labels, hence the focus on this study.  
This study focuses on the relationship of image to other visual elements, such as the 
use of colour and typography. 
Colour  
Humans live in a colourful world. We are surrounded by colour. Everything in the 
world, including natural and man-made elements, even human beings themselves, is 
presented in colour. Colour is a visual element that is also an undeniably powerful 
communication medium. The power of colour is a strong communicator of meaning (Li, 
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 2011). Colours can considerably affect human behaviour. Meaning can be expressed 
through colours, and these are interpreted differently in different social/cultural settings 
(Silayoi & Speece, 2007).  
Although colours are often used as a cue on packaging to promote associations with 
potential buyers, especially when a particular brand uniquely captures a colour, people 
from different cultures picture different colours based on their own experiences and 
backgrounds (Silayoi & Speece, 2007). All colours contain specific meanings, characteristics 
and symbols related to culture and these can vary greatly across cultures (Pantin-Sohier, et 
al., 2005). There is a strong relationship between the meanings of colours and individual 
cultures, particularly in languages, which can be considered as the product of each culture. 
Therefore colours contain specific traditional concepts and exclusive characters of each 
national society. This is why different interpretations and reactions about colours exist 
among people of various cultures. Hence, colour is not only an important factor in the 
form of communication but is also a physical, psychological and linguistic fact (Li, 2011).  
Consumers might be influenced by the colour of a product, due to a connection 
between a product’s colour and its characteristics. The colour red, for example, is not an 
appropriate colour for tranquilizer packages, since it is generally identified as an exciting 
and provocative colour in societies. On the other hand, blue is normally known as a calm 
and peaceful colour (Pantin-Sohier, et al., 2005). There are several studies in the literature 
that explores the physiological and psychological responses of people to colours 
(Nakshian, 1964; Warden & Flynn, 1926; Wilson, 1966). For instance, the result of 
experiments concerning the heart rate, blood pressure or the rhythm of breathing on 
human beings shows that the colour red can be much more stimulating than green 
(Nakshian, 1964). The result of a Galvanic Skin Response study by Wilson (1966) provides 
evidence of this.  As a visual element in packaging design, colour can play an important role 
in both identification and differentiation. For example, green in soft-drink categories is 
strongly related to Seven-up, while Coca-Cola is identified with red (Pantin-Sohier, et al., 
2005).  
The physics of light also informs the nature of colour, and, by extension, how it is 
perceived. A coloured surface, depending on its hue and value, can be differently 
perceived. For instance, a blue surface can be seen smaller than a yellow surface of the 
same size, or the volume of same objects may be look different based on their brightness 
and darkness (Kwallek, 1996). Additionally, size and weight of items can be differently 
perceived depending on their colour (Bevan & Dukes, 1953; Warden & Flynn, 1926). 
38  Chapter 2: The Context of Packaging 
 According to Bevan and Dukes (1953), the ‘statistical evaluation of ratios of judged area to 
actual area reveals reliable errors of overestimation, comparable in magnitude, for the red 
and yellow cards, no error for blue or green’.  
Colour reactions based on the interpretation of colour values by humans can be 
classified into two major theoretical positions (Aslam, 2006). These are, firstly, as being 
innate or of instinctual origin (Humphrey, 1976) and, secondly, as learned or of associative 
origin (Hupka, Zaleski, Otto, Reidl, & Tarabrina, 1997). The first theory is about the brain 
directly receiving signals from colours which cause reactions. The other theory argues that 
shared effective meanings of visual concepts are learned over time through different 
factors, such as experiences, literature and myths, and in so doing, become a culture 
(Osgood, 1957). For instance, Crozier (1996) believes that different understandings of the 
meaning of colour may be due to a difference in latent philosophical–religious attitudes, 
and not an innate difference in the understanding of colours. Researchers have shown that 
Hindu and Buddhist religions regard orange as a holy colour, while some Zambians do not 
even consider orange as a separate colour to yellow (Madden, Hewett, & Roth, 2000). 
Likewise, the colour yellow is connected to new life within the Xhosa population of South 
Africa, who also treat green as the sign of fertility (Grieve, 1991). These examples 
demonstrate that colour perception cannot be inherent as they differ across cultures. Views 
also change from one era to another.  
Typography 
Typography is a visual element that represents the layout of written language. The 
layout of texts concerns the placement of texts and text blocks, text indentations, and 
coherence/contrast of composition. Additionally, typography deals with letter style 
(typeface), size and spacing. Typeface is a factor of typography related to the appearance of 
letters, such as the size of letters, their slant, weight and height. Spacing is referred to as the 
distance between letters, between words and between lines (McCarthy & Mothersbaugh, 
2002). 
Typography plays an important role in conveying product messages and has the 
potential to increase visual effectiveness of packaging labels as it can  directly affect 
consumers’ perceptions toward packaging (McCarthy & Mothersbaugh, 2002). Although 
there is limited discussion in the literature on the use of typography for persuading 
consumers, it is important to understand how typography influences consumer decisions. 
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   McCarthy and Mothersbaugh (2002) describe the following three categories of 
typographic features that are most critical to consumer perception: (i) Semantic 
associations, which refers to the connections of consumers to texts and their 
interpretations that are beyond the semantic meaning of the content. This category of 
typography is beyond of the scope of this study, which mainly focuses on visual 
characteristics of packaging. (ii) Legibility, which refers to the ease of distinguishing letters 
and words from one another and from the background. Greater legibility can result in 
greater persuasion because consumers have greater ability to perceive salient visual 
elements. (iii) Appearance, which is related to the overall design, composition and 
consistency of letters and words. Unorganized compositions or inconsistent typeface or 
size may cause negative feelings about the design/product. 
Brand (logo)  
Although it is widely recognised that brands significantly influence the decision-
making of customers, and even directing customers’ decisions, only the leading, most well-
known brands or brands of dominant products are able to achieve this (Laforet, 2011). 
Laforet (2011) states that each brand may only have significant influence within some 
relevant categories; for instance, although Cadbury is a highly popular brand of chocolate, 
it may not necessarily be successful if it is extended to product lines such as cereals. 
Laforet's study also reveals that well-recognized brands are preferred over high-priced or 
supermarket-own-labelled products in both chocolate and cereal ranges.  
In many countries, the quality of products is assured by well-known brands. Well-
known brands are perceived as being more reliable and are commonly chosen over others 
(Chaneta, 2012). A study by Chaneta (2012) shows that well-known brands communicate by 
offering consistent quality over time so that customers are confident in their purchase and 
continue to buy these products. This means that the images constructed in the minds of 
consumers from well-known products are trustworthy and are desirably generated from the 
brand identity. The image from one entity may vary from consumer to consumer because 
images are generated in the minds of consumers based on various attractors attached to 
each identity element (Taboada, 2009).  
Plummer (2000) believes that all products consist of important aspects, including 
physical and functional features as well as symbolic attributes associated with the 
personality of the product. The symbolic attributes construct a self-expressive role for 
product personality (Keller, 1993). Product personality contains two factors: a brand identity 
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 statement that is established via advertisements and a product identity profile representing 
the product image that is related to the consumer’s insight into the product (Pantin-Sohier, 
et al., 2005). Consumers select a product when they see its personality, e.g., old-fashioned, 
modern or exotic, in the identity statement of the product if, and only if, the product image 
is not far away from the product personality (Pantin-Sohier, et al., 2005). 
There is a contrast between the product image and product identity. Researchers 
believe that the product image represents the abstract part of the reality. This reality is 
based on reasons other than functionality and physical features that force the purchase of 
products and brands (Dobni & Zinkhan, 1990). On the other hand, product identity is the 
concept of materializing the brand image (the abstract part of products) by creating words 
used in the structure of human dialogue (Pantin-Sohier, et al., 2005).  
The visual aspects of product brand (logo) can be strong determinants of brand 
identity and personality. This study considers the qualities of the logo and its relationship 
with other visual elements of packaging. A more holistic view of brand and its associated 
meanings are considered important, but it is not the focus of this Masters project. Instead 
this project scope is limited to the visual elements of packaging. 
Shape and Size 
Shape is one of the physical attributes that can be most influential in consumers’ 
perceptions regarding weight or volume concepts (Holmberg, 1983). In product design, 
shape can also be influential on consumers’ attention as an important visual element, since 
it can convey a specific message, emotions and perceptual illusions. Some products, such 
as Coca-Cola, Heinz Ketchup and Apple, are identified just by their shapes; even without 
labels they will be easily differentiated from their competitors (Pantin-Sohier, et al., 2005). 
Shape design has an emphasized role in innovation strategies used for food products 
(Berkowitz, 1987).  
The importance of packaging shape is commonly acknowledged in the literature, as it 
can help the creation of product branding in the minds of consumers (Silayoi & Speece, 
2007). The literature shows that there is no consensus in relation to consumers’ 
preferences for shape. According to an empirical study conducted by Berkowitz (1987) 
consumers prefer products with natural shapes over products with a trimmed squared-off 
shape despite the quality or benefits of the latter. However, another study (Silayoi & Speece, 
2007) seems to argue the opposite: that traditional straight shapes are preferred over 
unfamiliar curvy shapes. This may be due to familiarity with shapes, which takes 
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 precedence. A study conducted by Ditcher (1971) goes further and suggests that 
consumers relate sweetness to round packages and bitterness to triangular shapes. 
Packaging size is also an important element in consumer decision-making, 
particularly when selecting a product specifically based on quantity. For instance, 
consumers from larger households prefer package shapes that represent larger sizes 
(Silayoi & Speece, 2007). This means that customers can simply evaluate the quantity of 
various products by comparing different shapes and sizes at the point of purchase 
(Prendergast & Marr, 1997). Although the size of packaging is used as an indicator for 
customers to make decisions, sometimes consumers may be unconsciously misled about 
the actual volume of a product due to perceptual aspects of a specific shape, which may 
seem longer or larger due to perceptual concerns. Also, the shape of packaging may hide 
more relevant dimensional characteristics of the product (Silayoi & Speece, 2004).  
There is a lack of consensus in the literature in relation to consumer preference of 
packaging shape and size. This suggests that this aspect is highly subjective and determined 
by the nature of the product studied, the type of store where it is being sold, as well as 
other social influences, such as the consumer’s cultural and economic background. 
Despite its importance, the study of packaging shape is out of the scope in this 
research. 
Material  
Packaging material is an important factor affecting judgment of consumers in 
selecting products. The material used to produce the package evokes a sense of quality 
and reliability of the product. It is also associated with product shelf life and freshness 
(Wells, Farley, & Armstrong, 2007). On the other hand, the majority of packaging materials 
can be destructive for the environment by contributing to pollution, waste and litter. This 
latter point has become a major issue for the packaging industry because contemporary, 
well-informed consumers of low-involvement products are becoming more interested in 
and willing to buy packaging that is designed with the environment in mind (PCA, 2005). 
While this is a very interesting consideration, it is beyond the scope of this project. 
Convenience  
Convenience of transport, handling and opening is another important consideration 
in packaging design and a key expectation for increasingly busy consumers. People who 
are highly pressed for time arguably pay more attention to new technology used in 
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 packaging (Silayoi & Speece, 2004, 2007; Warde, 1999). Silayoi and Speece (2007) further 
argue that the perception of technology that can express convenience and ease of use in 
packaging is the most important attribute for urban consumers. That is, it is more significant 
to them over other such features as packaging shape, product information, colour, graphics 
and layout. Despite its importance, however, further consideration of convenience is 
beyond the scope of this Masters project. 
2.3.2 Consumer Attributes Influencing Purchase 
Culture  
It is a fact that different package designs evoke different responses as a result of 
involvement level, feelings and the culture of individuals (Vakratsas & Ambler, 1999). 
However, there is disagreement regarding similar or distinctive responses of consumers 
across diverse cultures. AC Nielsen, a leading international consumer research company, 
declares that consumers from different cultures respond approximately in the same way to 
almost all low-involvement products (Silayoi & Speece, 2007). However, other authors (de 
Mooij, 2000) argue that consumers behave dissimilarly in purchasing their required 
products due to cultural differences as product alternatives increase in the market. 
Walle (1997) suggests that distinctive responses can be identified across diverse 
cultures in relation to such detailed visual elements as colour or theme, but not in relation 
to broad patterns of behaviour. This trend is also valid for low-involvement products, 
although the purchase decision may not be made with any previous planning or 
consideration (Silayoi & Speece, 2007). 
Gender  
The behaviour of consumers has been frequently analysed in the literature and several 
of them have discovered a number of differences in the processing of information by males 
and females (Holbrook, 1986; Palmer & Bejou, 1995). The study carried out by Saunders 
and Guoqun (1997) shows that gender is a significant influential factor in the decision-
making process. Specifically, different responses are observed to alternative purchasing 
stimuli from males and females (Meyers-Levy, 1989; Mitchell & Walsh, 2004; Yu-Bin, Chieh-
Peng, & Ling-Lang, 2005). This suggests that gender differences may fundamentally impact 
the attitudes and moderating roles towards purchase intentions because different products 
come with different stimuli (Saunders & Guoqun, 1997).  
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 Age 
Age is another determining factor on the decision-making process. The significant 
influence of visual elements of packaging on behaviour of consumers within different age 
groups can be easily identified (Marshall, Stuart, & Bell, 2006; Ogba & Johnson, 2010). For 
instance, packaging with subdued colour pallets may not be chosen by children, as they are 
more likely to be attracted to bright colours. On the other hand, bright coloured packaging 
might not be picked by the elderly. The point is that colours can deliver different messages 
to different individuals (Marshall, et al., 2006). Age also influences other design aspects, and 
as the ratio of the elderly consumer segment – 65 years old and over – has increased in 
Australia by approximately 10% within the first half of the 21st century, product packaging 
design now has to fulfil the needs of this market. This may mean considering the use of 
easy-opening packaging, highly readable labelling (PCA, 2005) and smaller packaging sizes 
to suit households with one or two people. 
Hill & Tilley (2002) carried out a comprehensive qualitative study in order to draw a 
relationship between children’s decision-making processes and packaging. The study 
suggests that children identify characters on food boxes, such as in cereal packaging. 
Children-targeted packaging designs include famous cartoon characters, child-oriented 
graphics, shapes and attractive colours, and are mostly associated with TV programmes 
made for children (Ogba & Johnson, 2010). This is why foods manufactured for children 
are referred to as “food and fun” or as “entertainment” (Ogba & Johnson, 2010; Roberts, 
2005). As a consequence, for certain product segments, designers of food packaging give 
higher preference to children's perspectives than to their parents (Ogba & Johnson, 2010).  
Lifestyle  
Given current and sometimes hectic lifestyles, many products can be purchased 
without planning and under high levels of time pressure (Hausman, 2000; Herrington & 
Capella, 1995; Silayoi & Speece, 2004) as consumers have less time to think about their 
choices. This is particularly the case with low-involvement products. Usually, the packaging 
that first attracts consumers and communicates the values that they are looking for will be 
preferred. So the role of packaging in helping consumers to find the products they are 
looking for is crucial in helping to save precious time.  
Another factor that affects the decision-making process for contemporary families is 
the influence of children and adolescents. As they have grown up with high exposure to 
advertising and advanced technologies, they tend to be able to more easily access new 
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 information about people, products and services, as well as alternative buying opportunities 
(Fallon & Bowles, 1998). This extra knowledge and exposure transforms the young audience 
into potential well-informed consumers (Shim, Serido, & Barber, 2011) and strong 
influencers in the choice of purchase.  
Income  
Chaneta (2012) states that low-income consumers typically prefer to purchase well-
recognized brands, as they can be sure about the quality offered by those products where 
unnecessary waste is avoided. Yet other consumers, less concerned about price, may 
select well-known brands due to the status or prestige offered by the brand. Furthermore, 
choices of material and colour can evoke a sense of quality and sophistication that attract 
consumers of all income levels, provided the price is not much higher than the average 
price for a specific product (Chaneta, 2012).  
This thesis acknowledges household income levels as an important influential factor 
on decision-making for purchasing most of goods. As this study investigates a low-
involvement, everyday use product (fresh milk) that is consumed by people from all income 
levels and has little variations in price, income levels were not considered in the data 
collection. 
2.4 SUMMARY 
This study is concerned with the design of low-involvement products’ packaging 
labels. It focuses on the packaging’s visual elements of fresh milk. Although the literature 
identifies the attributes influencing consumer responses and their key parameters, it lacks 
knowledge about the relationship between them in stimulating a desired response. This 
lack leads to complications for both designers in combining signs to deliver a desired 
message and consumers in interpreting the elements and understanding the intended 
message due to the many possible configurations of visual elements.  
The next chapter studies the literature for semiotic analysis as the methodological 
tool used for understanding the consumers’ perceptions of signs and their expectations of 
the content, and hermeneutic theory for interpreting associations of consumers with 
content and understanding key background-related parameters influencing their responses 
to products. 
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 Chapter 3:           
Theoretical Framework 
 
 Food packages and their labels are physical objects that communicate social 
meanings related not only to the product itself but also to the consumers for whom the 
product is made. Social meanings that are constructed through sign systems require a 
semiotic analysis for decoding. This study considers semiotic theory because as it provides 
insight into the meaning of visual elements in packaging to consumers by understanding 
the signs used in that packaging. Furthermore, because there is diversity in understanding 
of these packaging elements (due to personal background, culture and experience), it is 
also useful to draw on hermeneutic theory, which facilitates understanding consumer 
interpretations of symbols in relation to their background, culture and behaviour.  
Semiotics and hermeneutics concepts complement each other to form the 
theoretical framework on which this research is scaffolded and informs the research 
methods of data collection and analysis. Semiotics is the primary approach used while 
hermeneutics is useful for depth and in terming cycles of interpretation. However, 
throughout the thesis hermeneutic theory is not strictly followed, rather the theory draws 
from cyclic awareness of cultural contexts. Further review is done into some cognitive 
models of meaning, which include structures of individual mental models, the ways that 
visual design elements are interpreted in societies, and the creation process of product 
personality. 
3.1 SEMIOTICS  
According to Ferdinand de Saussure (2011) in a semiotic system, signs contain two 
dimensions, namely (1) signifier, which is the label determined by tradition/humans, not by 
law (e.g. the name or the sound), and (2) signified, which is the psychological association of 
the sign (things human can see or hear). For Ferdinand de Saussure the link between a 
signifier (what we call a sign) and the concept it stands for is conventional and arbitrary, and 
is established through a social agreement amongst a group of individuals. Therefore, signs 
may suggest different meanings in different societies. These meanings can be challenged in 
each society and can be analysed in the context of interest.  
Peirce (1931) and Morris (1939) agree that anything representing something that is not 
itself is a sign. Saussure (2011) goes one step further and defines signs as purely 
psychological, as they refer to something that they are not, so they can be understandable 
only within a formal abstract system. He believes realities are not represented by signs. They 
can be, however, constructed by signs.  
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 3.1.1 Categories of Signs 
According to Zeman (1977), Charles Sander Pierce categorises signs as three 
important types that play different roles: symbols, icons and indexes. Hence the links 
between signs and the objects they are referring to are symbolic, iconic or indexical. 
Symbol: symbols are the signs that need to be learnt, since they are socially or 
culturally defined by conventions of common usage and are purely arbitrary. For instance, 
individuals learn the meanings of number “6” or word “three” through cultural convention, 
as there is no logic or exact reason for why “6” or “three” must represent this tally of 
elements. Alphabets, numbers and traffic lights are all examples of symbols.  
Icon: icons are not totally as arbitrary as symbols; they resemble or imitate the 
signified in some way. Examples of icons are portraits, cartoons, sound effects that imitate 
the sounds of real objects/animals, or the image of fruit on fruit juice packaging. Icons 
suggest connections between a possible world of experience and the imagination of 
observers.   
Index: Indexes are not arbitrary; rather, they are directly related to the signified, either 
physically or causally. For example, smoke is an indexical sign signifying fire.  
3.1.2 Structural Relation of Signs 
Other than the links existing between signs and objects, the meanings of signs are 
also understood from the relation of each sign to other signs. The semiotic analysis of signs 
can be, therefore, extended to incorporate understandings of two structural relations 
between signs, namely syntagmatic and paradigmatic (Rose, 2001). Syntagmatic signs 
create meanings based on their surrounding signs or the sequence of signs coming before 
or after them (Rose, 2001). This category of signs gains their meanings through spatial or 
temporal links between them as a meaningful whole. Paradigmatic signs create meanings 
based on their associations with all other possible signs in some way (Rose, 2001). This 
category of signs gains their meanings through their similarity or dissimilarity with other 
signs. 
3.1.3 Visual Social Semiotics 
Kress and van Leeuwen (1996) extended the notion of semiotic action to images, 
through visual social semiotics. Visual social semiotics concerns the visual elements that 
coordinate to create meanings in a social context (Jewitt & Oyama, 2004). For Kress and 
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 van Leeuwen (1996), visual social semiotics consists of ‘representational’, ‘interactive’ and 
‘compositional’ semiotic actions in images. These actions work to connect viewers of the 
imagery to the individuals, settings or objects depicted in that imagery (Jewitt & Oyama, 
2004). 
Representational Meaning 
Participants (individuals, settings or objects) signified in any image, either abstractly or 
concretely, have a particular representational meaning. Jewitt and Oyama (2004) describe 
the different types of relationship between these elements within an image. These are 
narrative and conceptual.  
Firstly, in narrative relationships the vectors (the focal lines connecting participants or 
other elements within pictures) identify narrative structures/scenes. This may include a 
relationship of one agent or element acting on another, i.e., goal in the sense of it being an 
aim, a reaction to an element. Similarly, a picture is known as transactive when it represents 
an action of an actor on a goal, while non-transactive might mean representing an action 
of an actor by itself without showing the goal (Jewitt & Oyama, 2004).  
Secondly conceptual relationships can also be constructed between pictorial 
elements. Here the vectors relate to elements, but in a structure that presents them in 
terms of sameness, difference, hierarchy, etc, to ‘define, analyse or classify’ the participants 
(Jewitt & Oyama, 2004).  
Interactive Meaning 
Images interact with viewers through creating particular relationships with them by 
using coordinating elements exclusive to the frame. This induces the viewers’ attitudes 
towards the concept being presented with symbolic meanings. Jewitt and Oyama (2004) 
identify four key factors in understanding how interactive meaning is constructed through 
the image. These are contact, distance, point of view and modality.  
Firstly, contact is an imagined relation between the viewer of an image and 
something inside it. Specifically, it is between the viewer of an image and an illustrated 
person or “actor” inside the picture frame. Furthermore, that actor may have certain 
characteristics, such as facial expressions or gestures, which work to “demand” or “offer” 
something from/to viewers. This further characterises the contact relation between viewer 
and image content, as well as the semiotic meaning of the image to the viewer, more 
broadly.  
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 Secondly, distance is a way of understanding the depicted distance within an image 
and how it can influence the viewers. Distance in the picture frame can vary from a close-
up shot, where the head and shoulders of a person are depicted, through to a medium 
shot, which shows more of the depicted individual inside the frame, to a long shot, where 
the whole individual is depicted inside the picture frame. Within visual social semiotics, each 
of these can suggest a certain type of relationship between the viewer of the image and the 
person inside that image. Specifically, because the close up shot places the viewer inside 
the personal space of the illustrated person (albeit imaginary personal space), this tends to 
signify a personal relationship between viewer and that illustrated person. Similarly, the 
medium shot mimics a slightly less personal, but still social, spatial relationship between 
people, hence it can be a social relationship between viewer and image person. Finally, the 
long shot places the image subject at a distance and, as such, tends to signify an 
impersonal relationship between that subject and the viewer.  
The third characteristic of interactive meaning is point of view. This refers to view 
angles between the participants in images and with the audience, which represent the 
involvement of the audience with the participants and the participants’ power. Frontal 
angles influence engagement or detachment, while vertical angles influence the power of 
participants in a picture over viewers. 
The final characteristic of interactive meaning is modality. Modality is a consideration 
of how truthful a representation is in terms of how one might perceive it in the real world: 
‘Modality refers to the status, authority and reliability of a message, to its ontological status, 
or to its value as truth or fact’ (Hodge & Kress, 1988) (P. 124). This notion of reality can be 
considered in either a naturalistic sense (aiming for a concrete, specific reality, e.g., photos) 
or scientific sense (aiming for a general, abstract truth, e.g., diagrams), and it can range 
from low to high. Most relevant in this project is natural modality. High natural modality 
imagery depicts elements as close to how the naked eye would see them in the real world. 
For example, a 30mm camera lens and a colour photograph image are typically 
understood as affording high natural modality. On the other hand, an image with low 
naturalistic modality would be a cartoon or line drawing. 
Compositional Meaning 
Compositional meaning refers to the formal arrangement of elements within an 
image; that is to say, how they work together, as well as how some aspects of their 
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 significances are constituted, with or without accompanying text. Compositional meanings 
are understood from three different resources (Jewitt & Oyama, 2004): 
Information Value: The placement of elements of each composition is symbolic and 
represents different information values. The main reason of this is that the reading direction 
of texts in societies, are awarded different cultural values depending on where they are 
placed. In Roman script, greater value is given to text to the left than to the right and to the 
top over that at the bottom. 
 
Figure 3 represents the visual grammar and spatial layout defined by Kress and Van 
Leeuwen (1996). They argue that the position of information is symbolic. Elements of a 
label can infer different meanings according to their arrangement (top to bottom, centre, 
and left to right) on the label. Vertical placement of elements idealizes, or generalizes, the 
essence of the information from top to bottom. The horizontal arrangement of elements 
can be used to infer new, contestable or problematic ideas in a diminishing hierarchy from 
left to right. The centre position is the core, holding marginal elements together. This visual 
model is used as a basis to develop the analysis grids for the purpose of this study, which 
will be discussed in Chapter 4. 
Framing: This refers to identities created by each participant in a picture through 
either its connection with others or its disconnection from them. There are different 
Figure 3: Kress and van Leeuwen’s visual grammar (Kress & Van Leeuwen, 1996) (p. 208) 
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 degrees of framing, from thin to thick frame-lines, colour contracting and discontinuity, to 
represent different forms of disconnection. 
Salience (and modality): This refers to the visibility level of each participant, i.e., being 
eye-catching. This is a result of various properties, such as size and colour contrasts to 
make it stand out.   
Additional to the abovementioned resources of compositional meaning, Jewitt and 
Oyama (2004) consider layer to be another resource affecting the salience of elements, i.e., 
the display of foreground to background. 
3.1.4 Semiotics and Packaging  
Signs are concurrently both denotative and connotative (Chandler, 2014). 
“Denotation” is the definitional, direct meaning of a sign, while “connotation” is the 
personal/socio-cultural associations of a sign (Chandler, 2014). The power of connotation 
and how it may appear subtly is demonstrated by Barthes (1993). While this is in the context 
of advertising it is closely related to packaging and labels on them. Barthes Panzani 
advertisement shows a half-open string bag containing three packets of pasta, some 
onions, a tomato and a capsicum, with a tin, a sachet, a tomato and a mushroom sitting in 
front of the bag on a red background. Barthes (1993) firstly skims off the linguistic message 
that is twofold (denotational and connotational) but only considering it as a single sign. 
Barthes (1993) then puts aside the linguistic message and considers only the pure image 
providing a series of signs that are discontinuous and nonlinear.  
As a part of his analysis two key concepts, “freshness” and “domestic preparation”, are 
revealed from the advertisement. Both are signified using a half-open bag. The other 
signifier for these two signifieds is the collection of fresh produce including the tomato, the 
capsicum, the mushroom and the onions used in domestic meal preparations. As fresh 
produce themselves, this collection of different products transmits this meaning to the 
Panzani brand (syntagmatically, through proximity as described above). Overall it evokes the 
idea that Panzani prepared all the necessary ingredients for a well-balanced meal and that 
the content of the tin is also prepared using similar fresh ingredients. Additionally, the 
presence of the three colours of yellow, green and red is a signifier for Italy.  
Similar to signs represented on advertisement, each visual element of packaging (sign) 
has a function – informing consumers, capturing a moment, identifying a brand – that is 
also the meaning of that element (denotation and connotation). For example, the semiotic 
analysis of an image reveals that a function to inform consumers about something reveals 
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 information about that something. Understanding the functioning act of visual elements of 
packaging designs is achieved through semiotic analysis. Semiotic analysis reveals the 
underlying meanings, connotational besides denotational, of graphical/pictorial/written 
elements of packaging and their social connections to the world and their referents (Noble 
& Bestley, 2011). How these graphical/pictorial/written elements of packaging are 
interpreted by consumers who differ in culture and personality, is something that 
hermeneutics can facilitate understanding of.  
3.2 HERMENEUTICS  
Consumer behaviours are shaped by cultural influences and occur within their 
multifaceted networks. How the various facets of these networks shape the ways 
consumers’ experiences are built, is an active research topic. ‘Social settings, rituals, mass 
media images, product symbolism, cultural ideals, gender roles, and religious and ethnic 
traditions’ (Thompson, Pollio, & Locander, 1994) are among the cultural factors exerting 
systematic influences on consumers’ experiences (Belk, Wallendorf, & Sherry Jr, 1989; 
Bristor & Fischer, 1993; Hirschman, 1988; McCracken, 1990; Rook, 1985; Scott, 1990; 
Thompson, Locander, & Pollio, 1990).  
A hermeneutic perspective can be applied to seek contributions to this consumer 
research stream (Arnold & Fischer, 1994; Gadamer, 1994; Ricoeur, 1974, 1981). One of the 
main interests of current philosophy in hermeneutics is that a person always understands 
their life experiences as broader reflections of cultural perspectives and is implicitly 
conveyed through language (Thompson, et al., 1994). Individuals are able to know the 
world through language, which is a social institution (De Saussure, 2011). Hermeneutics-
based researches often look for the implicit context of socially accepted meanings used by 
individuals to interpret their experiences. Therefore, one of the concepts of hermeneutics is 
to both understand and to make sense of the world through language. Following the 
hermeneutic relationship to language and considering the visual elements as an effective 
“language”, it is possible to decode the visual language of milk packaging labels through the 
use of hermeneutics and semiotics. This concerns the understandings consumers have of 
visual elements, which are deconstructed by semiotic theory. 
For instance, a comprehensive collection of common-sense sayings, metaphors, and 
stories can communicate, via language, meaningful perspectives on the cultural and 
personal history of individuals (Johnson, 1987; Richard, 1979; Winograd, 1986). Hence, 
hermeneutic researchers particularly stress the identification of the ways whereby ‘specific 
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 cultural viewpoints are conveyed through the language a person uses’ (Thompson, et al., 
1994) to represent their personal meanings (Dreyfus & Wakefield, 1988). Hermeneutic 
philosophers accordingly suggest that traditional meanings have been handed down by an 
individual’s cultural heritage via language (Wachterhauser, 1986).  
Hermeneutics philosophy can also be used to show how an individual’s unique life 
situation adapts these cultural viewpoints (Dreyfus & Rabinow, 1982). The ‘hermeneutical 
circle’ is a central concept in the philosophy of hermeneutics. It is a multidimensional 
notion addressing numerous culturally based matters correlated with the nature of human 
understanding (Arnold & Fischer, 1994; Hekman, 1986). The hermeneutical circle is 
frequently applied by researchers of consumer behaviour as a methodological process for 
interpreting qualitative data (Hirschman, 1990; Thompson, Locander, & Pollio, 1989; 
Thompson, et al., 1990).  
3.2.1 Circles of Understanding 
The hermeneutic circles of understanding, as a multidimensional framework, can be 
expressed through three levels of interpretation (Arnold & Fischer, 1994; Hekman, 1986; 
Thompson, et al., 1994): Level 1, interpreting a text based on a methodological process; 
Level 2, applying a philosophical view of identification process to key patterns of meaning; 
and Level 3,creating a general processing model to describe the construction of multiple 
understandings.  
The networks of societies, which have developed intricate systems of socio-historic 
meanings, provide individuals with a pre-existing shared background knowledge from 
which provisional meanings can be formed. Primary perceptions are often informed and 
changed to provide a more developed sense of meaning over time. A preliminary 
understanding will be frequently revised through the advancement of a hermeneutical 
circle due to the emergence of more developed understandings of the context (Thompson, 
et al., 1994).   
Individuals can perceive their worlds and develop meaning based on cultural 
concepts established in societies (Gergen, 1988; Hekman, 1986). However, Shweder (1991) 
states that there are no personal understandings and experiences separate from the socio-
historic meanings established by socialization and cultural knowledge, from for instance 
‘news media, religious traditions, economic and political organizations, scientific and 
academic fields, the arts, and ethnic traditions’ (Shweder, 1991).  
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 Assumptions and beliefs are the foundations of the scientific knowledge that follows 
from a culturally situated perspective (Holbrook & O'Shaughnessy, 1988; Thompson, 1990). 
Heidegger ([1927] 1962) said that the essential and inevitable component of scientific 
understanding is in the interpretation. Language, in this concept, is considered beyond the 
regulation of vocabularies and grammars. In fact, it is considered as a structure of related 
implications that speakers can culturally share through narratives (Thompson, et al., 1994).  
Cultural heritage is referred to as the living legacy of shared beliefs and cultural 
meanings represented in language; it is not simply a testimony of past events. The 
formation of life understandings strongly depends on cultural heritage (Dreyfus & Rabinow, 
1982). As a result, all personal understandings, even new or innovative ones, intrinsically 
require some transformation of an existing cultural perspective (Gadamer & Linge, 1976). 
Importantly, during certain periods of time, the socialization process can cause some of 
these cultural meanings to become thoroughly incorporated into an individual set of beliefs 
(Berger & Luckmann, 1992; Romanyshyn, 1989).  
Therefore, although the process of “making sense” of the world is a natural one, the 
instances of understanding and interpretation are distinctive (Ricoeur, 1974). Analysing 
narrative data is a challenge for hermeneutic researchers due to its intrinsic dependence on 
the context of where/when a certain “text” was produced and interpreted. Gadamer (1994) 
states that stepping outside of the personal historical frame of reference is an impossible 
task. In his opinion, the only possible way that a text can be meaningful and understandable 
is if it is analysed in relation to contemporary subjects and issues, and to the circles of 
understanding surrounding the interpreter. 
The hermeneutic perspective suggests that the result of interpretive questions should 
be necessarily combined with a set of interpretive opinions, or the horizon of views, of 
researchers and informants (Arnold & Fischer, 1994; Taylor, 1974). This implies that 
designers of contemporary packaging labels who require consumer analysis narratives 
should rely on a fusion of horizons of a hermeneutic approach. 
3.2.2 Hermeneutics and Packaging 
‘Because we are in the world, we are condemned to meaning and we cannot say or 
do anything without its acquiring a name in history’ (Merleau-Ponty, 1996) (p. XIX). The key 
to hermeneutical philosophy as an appropriate approach in this study is clearly described by 
this statement. Indeed, it means the fundamental understanding of consumers depends on 
the influences of cultural traditions that have been handed down throughout time. 
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 Consumers’ attitudes and responses are based on a comprehensive network of cultural 
concepts in societies. Although these beliefs and attitudes can be changed, they cannot be 
left behind. The philosophy of hermeneutics can be applied as an appropriate method for 
analysing consumers’ preferences of packaging in relation to the symbols they identify and 
stories they reveal through conversation (Thompson, et al., 1994). 
The principles of hermeneutic tradition avoids language being considered as just a 
basic exchange medium, as it represents the established cultural traditions that have been 
incorporated into the social reality of routine life over time. The role of language is to 
express all the beliefs, metaphors and implicit background of meanings, which have been 
combined in order to take, and then grant, cultural viewpoints. Gadamer (1994) believes 
that the essential characteristic of the cultural ‘dialogue which we are’ has resulted from 
unspoken historical aspects of language.  
Visual language is a powerful carrier of multiple layers of meaning, hence it will be 
investigated during this research through the lenses of both semiotics and hermeneutics 
philosophy. A development from the hermeneutic theory is cognitive mental models, 
which deal with internal representations of the external world. Models of meaning are vital 
to the decision-making of consumers, who are semiotic systems because they are 
interpreting and responding to sensory inputs. 
3.3 COGNITIVE MODELS OF MEANING 
The collection of knowledge and experience gained by individuals of different 
cultures builds a series of conventional meanings. Complex conceptual structures create a 
model of knowledge and beliefs that build cognitive structures of meanings in the 
individual’s language and understanding (Li, 2011). An external reality, from most cognitive 
scientists’ views, is represented by an internal dynamic mental model.  
The implications of previous experiences, insights about the surroundings, schema 
segments and the ways to overcome problems draw mental patterns that are useful for 
making decisions in new situations (Li, 2011). Johnson-Laird (1983) considers mental 
models as a way to answer deductive problems in human minds, which can internally 
express the layers of this process with the same ‘relation structure’ of a represented event.  
Johnson-Laird’s theory of human behaviour offers a clear definition of mental 
models:  
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 ‘Mental model plays a central role in representing objects, states of affairs, sequences 
of events, and the way the world is, and the social and psychological actions of daily 
life. They enable individuals to make inferences and predictions, to understand 
phenomena, to decide what action to take and to control its execution, and above all 
to experience events by proxy; they allow language to be used to create 
representations comparable to those deriving from direct acquaintance with the 
world; and they related words to the world by way of conception and perception’ 
(Johnson-Laird, 1983) (p. 397).  
 
The concept of mental models is another way of describing the hermeneutical circles 
of understanding culture models. This concept is focused on function, on finding a solution 
to a problem, while hermeneutics is more focused on understanding the creation of the 
world around humans. The application of both hermeneutical circles and cognitive model 
concepts in designing visual elements of packaging helps to understand not only the 
meaning of visual elements but also the cultural settings. Only certain experiences are 
reflected in language, which influences its use. Concerning the relationship between 
language and experience, cognitive theory studies show how conceptual models are 
reflected in language. 
3.3.1 Structures of Individual Mental Models 
Mental models that individuals construct during their lives are influenced by many 
different sources.  Individual insight is one of those sources. Mental models can also be 
created through dialogue, just like the imagination of a listener is constructed from a verbal 
explanation of a subject. These sources can be agreemental or simulated, such as the rules 
of mathematics, in symbols; or a natural construct that lacks exact instruction (Li, 2011).  
However, parts of these mental models are culturally built, meaning they are gained 
by learning. For instance, the fact that the Chinese perceive red as the colour of happiness 
might derive from the fact that this colour was traditionally used in silk fabrics for happy 
events.  
The experiences of individuals throughout their lives also create cognitive patterns.  
Different people have distinctive interpretations of the world based on their experiences, 
characters and preferences (Li, 2011). For instance, although the colour red may evoke the 
ideas of love and/or energy for certain people who associate it to positive experiences, it 
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 may cause a sense of fear for a person who had a traumatic experience with blood during 
an accident (Li, 2011). The important point is that cognitive models change constantly.  
Same Cognitive Models for Similar Notions  
Different people from different cultures might have some similar cognitive models; 
that is, they might have the same interpretations and feelings in regards to particular ideas 
or situations. Li (2011) believes that  this happens because their sets of meanings have been 
developed from experiences and interpretations of the same physical world. For example, 
in Anglo  and Iranian culture the colour black is often applied to express negative concepts 
– the expression “black heart” refers to a person who has no emotions, “black market” 
means an illegal trade, a “black list” is a list of individuals excluded from others for negative 
reasons. Similarly, green is associated with concepts of life, youth and hope in both cultures 
as it is associated with Spring and nature. 
Another reason that might lead to different cultures having similar cognitive models is 
when a world-wide concern is concurrently recognised by different nations (Li, 2011). For 
example, due to the increasing global environmental concerns, “green” expressions have 
become symbols of environmental activity and organisations.  
Finally, a third reason why similar cognitive patterns can be seen through different 
cultures, is that commonly used expressions in a dominant culture may gradually enter 
other cultures (Li, 2011). For instance, blue-collar (physical workers) and white-collar (office 
workers) are two of these phrases that have been taken from English into Chinese (Li, 2011).  
Different Cognitive Models for Similar Notions  
Individuals from diverse cultural backgrounds are likely to interpret identical concepts 
in different ways. This happens due to the different levels of denotation and connotation 
encapsulated in an event, natural feature or representative sign (Li, 2011). For example, 
“white” in China evokes the idea of sadness, as it is related to funerals in which Chinese 
people wear white dresses to express their respect and sorrow for the dead. At the same 
time, in Western and Middle Eastern cultures, white refers to purity and innocence, and is 
traditionally connected with brides at weddings, while wearing white at funerals would not 
be respectful (Li, 2011).  
The examples show that respect for the dead can be conveyed by both white and 
black depending on the culture. Different cultural reasons contribute towards diverse 
cognitive patterns for similar concepts. Therefore, to understand the perceptions about a 
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 concept within a culture, the cultural models and related information and reasons 
associated with them have to be considered; they are based on distinctive facts about that 
culture and the context in which the concept is inserted.  
3.4 SUMMARY AND IMPLICATIONS 
This chapter has reviewed various roles of packaging and its influences on the 
decision-making of consumers in modern life. Although point of sale decision-making can 
be facilitated by the information conveyed through package labelling, the relationship 
between the messages on the packaging and what consumers take from these messages is 
not well modelled in the literature. There is, therefore, a need for further investigation in this 
area. In view of the fact that packaging is becoming the product itself and because of the 
growing importance of convenience, particularly where it is a core function of packaging, 
there is a need for further research on these topics. 
It is understood from semiotics (sign interpretation) and hermeneutics (construction 
of meaning) that visual perceptions are somehow connected with social effects in 
societies. However, it is not yet clear as to what extent the influence of a product with its 
visual package elements is significant for the construction of consumers’ self-image and 
their decisions to select a product.  
Most packaging studies focus either on a few visual elements (attributes) or on the 
impact of packaging on consumer behaviours. This research combines both, and analyses 
the relationship between them. The visual, the social and the socio-cultural are viewed 
through the combined lens of semiotics and hermeneutics. 
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 Chapter 4:               
Research Design and 
Methods 
 
 A combined methodological approach based on hermeneutics and semiotics 
theories and on thematic method, is used in this study. This approach is multi-stage and 
investigates the visual communication elements of packaging design. Hence, the main 
focus of this research is packaging that is dealt with by three different entities – consumers, 
designers and researchers. The role of designer is generally assumed for professionals 
designing food packages/label, however this study assumes the role of designer for both 
the researcher and consumer in particular stages of data collection and analysis. These 
temporary roles are referred to as researcher-as-a-designer and consumer-as-a-designer, 
which will be discussed in detail throughout this chapter. Between each pair of these 
entities, there are two types of relationships; the physical (or semi-physical) connection is 
the first type, as opposed to the cognitive connections as the second type.  
Figure 4 illustrates the scope of this research study and summarizes the methodology 
approach used in this study. The internal circle contains the three entities that are 
connected to one another through packaging. Each connection within the internal circle is 
physical; in other words each of the two entities has physical interactions because of 
product packaging. This physical connection level also allows the entities to connect to 
one another cognitively; the cognitive connections are shown in the outer circle and can 
be used to study the relationship between the entities.  
According to hermeneutic theory, every entity playing a role in the scope of this 
research study has a different understanding of their surrounding environment, including 
the packaging labels connecting them together; this understanding is based on their 
individual experiences, knowledge, cultures, religion and gender. The physical relationship 
between the researcher and the designer is through desktop research that is the semiotic 
analysis of the already existing packaging labels; this is to realize ‘how the researcher 
understands the meaning of visual communications elements (of the already existing 
labels)’. However, there is no cognitive relationship between these two entities, as the 
researcher was unable to observe the designer while the package labels were being 
designed and also could not interview the designers. Because the cognitive relationship 
between the researcher and the designer could not be established, the study cannot 
investigate ‘how designers understand the meaning of visual communications elements’. 
The researcher had a physical connection to consumers via exploratory design sessions; 
the cognitive connection between the researcher and consumers is studied by packaging 
design workshops and interviews. This cognitive relationship helps in the realizing of ‘how 
the researcher understands the meaning of visual communications elements of the 
consumer-created labels’ as well as ‘how consumers understand the meaning of visual 
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 communication elements’. Consumers are also connected to the designer through point of 
sales; the cognitive connection between these two entities can be established using a 
survey to simulate the point of sale for consumers. This cognitive connection helps 
understanding ‘how consumers understand the meaning of visual communication 
elements (of the already existing labels)’. This question is explicitly addressed through 
enabling the workshop participants to undertake design roles (see also Sections  1.7.1 and 




4.1 RESEARCH DESIGN 
This research study followed a qualitative research approach permitting some 
statistical inferences. The main two phases of the study were ‘data collection’ and ‘data 
analysis’. Figure 5 expresses the research design in a layered structure from the initial phase 
towards the contributions of the study. For both ‘data collection’ and ‘data analysis’ phases, 
the study dealt with two instances of labels, namely ‘existing labels’ and ‘consumer-
Figure 4: Methodology 
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 designed labels’. ‘Existing labels’ are those associated with the selected case studies and 





To study the research questions formulated in Chapter 1, this study employed four 
distinct methods for data collection, namely: milk label selection, packaging design 
workshop, unstructured interview and survey. To this end, both the milk labels selection 
and the survey concerning the existing labels, along with both observable design 
workshops and interviews relating to consumer-designed labels, helped to understand the 
visual elements of packaging that influence consumer decision-making at the point of sale; 
the data collected by survey and interview also partially explain how the influence takes 
place.  
This qualitative research study included two levels of data analysis (Figure 5). Level 1 
began with the semiotic analysis of case studies by the researcher, who is a designer, to 
analyse each element represented on the packaging of the case studies. This endeavoured 
to answer “what this element means for the researcher as a designer”. These results were 
Figure 5: Data Gathering & Analysis Approach 
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 then compared with the results of the survey that thematically studied the elements of 
existing packaging labels from the viewpoint of consumers, and so investigated “what this 
element means for the participant as a consumer”. The participants designed their preferred 
packaging, which was used as the basis for interviews. The designs by participants were 
then studied by the researcher using semiotic analysis, and the results of this semiotic 
analysis were compared with the interview data to answer the question of “what this 
element means for the consumer as a designer?” The interviews were studied using 
thematic analysis.  Level 2 of data analysis included the comparison between the results 
from the semiotic/thematic analysis of the existing designs and the results from the 
semiotic/thematic analysis of the created designs in the exploratory design sessions. This 
informed a framework for understanding and designing better packaging options for milk. 
4.2 DATA COLLECTION 
This research study involved two streams of data collection: firstly, the selection of 
milk labels (case studies), which was discussed in Chapter 1 and, secondly, data collection 
using exploratory design sessions. Exploratory design sessions utilized three instruments for 
collecting data from consumers to facilitate the investigation of the relationship between 
visual communication elements in a package label, their related marketing strategies, and 
the real nature of the product. These instruments included the packaging design workshop, 
interview and survey. The order of the tasks in the exploratory design sessions was selected 
on strategy that the selected case studies should not suggest design ideas to participants 
who would not otherwise have them. This is why the packaging design workshop was 
conducted prior to the survey, which included the labels of the case studies. The interview, 
however, was conducted right after the design workshop to understand the basis for the 
participants’ designs.  
The tasks of the exploratory design sessions were accomplished through three 
qualitative data collection methods: direct observations, in-depth and open-ended 
interviews (unstructured/informal) that had no set wording for questions, and surveys that 
had some open-ended written responses. Because this study was interested in investigating 
milk in relation to Australian culture, a direct observation approach through explanatory 
design sessions was selected. Observations obtained detailed descriptions of the 
behaviours of participants in relation to, and their interpersonal interactions with, the design 
of milk packaging. This could reflect the culture of Australians towards the norms of their 
social world. However, not everything about people is observable, such as their emotions, 
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 beliefs and connections with the surrounding world. Therefore, people must be questioned 
about whatever it is that it is not possible to observe. Open-ended interviews and survey 
questions collect data about the experiences of people and their feelings and opinions 
around the subject matter under observation, i.e., the packaging design of milk in Australia. 
Kvale (1996) describes interviews as “attempts to understand the world from the subjects’ 
point of view, to unfold the meaning of peoples' experiences, to uncover their lived world 
prior to scientific explanations”. 
4.2.1 Data Collection: existing labels (Instance 1) 
4.2.1.1 Milk Labels Selection 
The study of existing milk labels included the selection of the labels for two types of 
milk products, as discussed in Chapter 1. This activity involved coding and semiotic analysis, 
which will be discussed in Section  4.3.1.1. 
4.2.1.2 Survey with consumers 
As part of the exploratory design sessions, a survey was conducted to get participants’ 
opinions about existing packaging labels in Australia. The survey was designed to simulate 
the point of sale for consumers when buying milk. This anonymous survey had a number of 
questions and took approximately 25 minutes to complete. The survey questions were 
designed based on the semiotic analysis that the researcher had applied to the case studies. 
Questions concerned the existing packaging labels of the milks that were selected for the 
case studies for this project. Data collection using such a qualitative survey makes 
quotations and excerpts, which are to be made available as a record. To collect a wider 
range of data, the survey is also conducted online with a larger number of participants. 
The open-ended responses gathered from the interview in the exploratory design 
sessions helped to reveal the participant’s apprehension of the subject matter and to 
understand their point of view. However various limitations are associated with open-ended 
interviews. As stated in (Patton, 1990) these are related to the communication and 
interpersonal skills of participants, the degree of details they will provide, and the irrelevancy 
of responses to the questions. Hence, such a survey includes some closed questions for 
easier, quicker comparison and analysis; better understanding of the meanings of questions 
for participants, clarified by the response choices; fewer confused responses to questions 
and easier replication (Patton, 1990). 
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 4.2.2 Data Collection: consumer-created labels (Instance 2) 
4.2.2.1 Packaging design workshop 
The first task of the exploratory design sessions was the packaging design workshop. 
As part of data collection for consumer-created labels in the workshop, participants were 
asked to design their preferred packaging for milk, using packaging design and collage 
materials provided in the workshop setting. For this “Participatory Design”, people were 
asked to spend up to 20 minutes on this design effort and were reminded at the end when 
the time was complete. In this participation, “consumers” played the role of “designers”. This 
approach of involving them creatively as “designers” is a means to reveal their insight. They 
would act and reflect on the topic at hand to reveal their knowledge of it. Their 
participation was audio and video recorded (with no facial identification). The workshop 
was located at QUT campus to facilitate data analysis. However, the video recordings were 
not used for any type of analysis in this study; rather, they were for future use beyond this 
project. 
Participatory Design 
Participatory Design dates from the 1960s and 70s when shared interests and values 
motivated people in many Western societies to participate in decision-making and 
collective action about different aspects of their lives (DiSalvo, Clement, & Pipek, 2012). 
These events made some design practitioners and researchers begin to involve people in 
design processes in some ways when designing various aspects of their everyday lives 
(DiSalvo, et al., 2012). The collective actions from people’s involvements in design 
processes around their shared interests and values were then used by the designers to 
understand  relationships to their own practices. 
Toni Robertson and Jesper Simonsen (Robertson & Simonsen, 2012) define 
Participatory Design as ‘a process of investigating, understanding, reflecting upon, 
establishing, developing, and supporting mutual learning between multiple participants in 
collective “reflection-inaction”. The participants typically undertake the two principal roles of 
users and designers where the designers strive to learn the realities of the users’ situation 
while the users strive to articulate their desired aims and learn appropriate technological 
means to obtain them.’ 
As the name ‘Participatory Design’ suggests the two foundations of such practice are 
“participation” and “design”. This requires people’s willingness to participate in a social 
interaction with designers for mutual learning. The learning is facilitated through that 
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 creation, development, expression and evaluation of participants’ opinions. For this study, 
the willingness of the participants for participation in creating new milk labels was the key 
to work as themselves and reflect on their own visions and ideas. 
Participatory Design provides the opportunity for non-designers to actively get 
involved in creative practices. This participation allows users to express themselves and 
their design ideas using appropriate design tools. As discussed in Chapter 1, the aim of 
Participatory Design process in this study is to access people’s thinking and experience 
through the creative milk label design workshop. This design process allows for a new level 
of understanding that reveals deeper insights about milk label design. This is achieved 
through discovering how people think and identifying their creative ideas.   
Participatory Design provides opportunities to both (1) consumers for expressing their 
design preferences and (2) designers for learning from the process. Without having been 
involved in the participatory design workshop in creating packaging labels, the people may 
have experienced difficulty in expressing themselves and their desired design outcome.  
Participatory Design for Enabling Creativity 
The Participatory Design task in this study was designed to study the viewpoints of the 
participants without suggesting ideas to them. It allowed for detailed and complex 
responses, i.e., how a particular meaning was constructed for a particular respondent. The 
workshop had the potential to reveal unanticipated findings by supporting emerging ideas 
through creative participation and rich interaction in the design workshop. In this way the 
workshops were used in this qualitative research to enable uncovering new viewpoints 
(Patton, 1990).  
4.2.2.2 Interview 
The second method of data collection dealing with consumer-created labels was 
unstructured interviews, where participants were asked a number of questions framed with 
props. Props are utilized to further develop the engagement of the participants with 
particular topics when the given answers are not detailed enough (Patton, 1990). By using 
props, the interviewer can set the atmosphere for the participant to take the interviewer to 
their world (Patton, 1990). These props consisted of the packaging designs they had made 
and the discussion was aimed at understanding the reasons behind their visual 
communication design choices and identifying their creative intents. The interviewer had 
no initial set plan for which questions to ask, as the interview was determined by the 
immediate context, which was different from one case to another. This meant that the data 
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 could be collected more deeply as each interview session was personalized for each 
participant. 
Their participation started right after the packaging design workshop and involved an 
audio recorded interview that took approximately 30 minutes. This engaging, questioning 
task can basically unleash various types of raw data, including the participant’s emotions for 
the subject and the depth of that emotion, how the participant’s world is organized around 
the subject, and the participant’s experiences and their perceptions about the subject 
matter. This task was designed as a framework through which participants could represent 
their thoughts about the case studies, i.e., their experiences with the milk packaging designs 
without predetermining their opinions by questions. This gave them the opportunity to 
qualify and clarify their thoughts presented in the packaging design workshop task. 
4.2.3 Research Protocol 
The exploratory design sessions constituted a packaging design workshop that was 
followed by an unstructured and informal interview and a survey; packaging design 
workshops were audio and video recorded, although participants’ faces were not recorded. 
The total expected duration of each participant’s involvement was up to 75 minutes. The 
participants were left alone for the first task and were accompanied by the researcher for 
the remaining two tasks. The workshop commenced immediately after the participants had 
been informed about the study and their written consent had been read and signed. Each 
participant was scheduled with an appointment. The schedule included 2 to 4 non-
overlapping appointments per day. The collected data was interpreted and transcribed as 
soon as possible after the completion of participation. A sample procedure of the 
exploratory design sessions is included in Appendix A. 
Participants 
In this study, 10 participants voluntarily participated in exploratory design sessions 
during November and December 2014. There were six females and four males; the 
distribution of their ages was as follows: five participants in ’18-27’ age range, three 
participants in ’28-37’ age range, one participant in ’38-47’ age range and one participant in 
’48-57’ age range. Six of the participants considered themselves as Australian, with five of 
them have lived all their lives in Australia, and the other one had lived in Australia for six 
years. These data were collected to indicate any opportunity for detecting trends that may 
inform future work, however the number of participants was not big enough to conclude 
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 definite results, excepting the outcomes concerning age, presented in Chapter 5 (Section 
 5.3.2). 
Each exploratory design session began with a preamble that outlined the study and 
included the option that participants could withdraw at any stage, and asked for their 
signed consent to proceed. The subsequent exploratory design sessions constituted three 
tasks, (1) “packaging design workshop” that was audio and video recorded, although 
participants’ faces were not recorded, (2) “unstructured interview” that was audio recorded, 
and (3) “paper packaging design survey”. Each participant was required to attempt all 3 tasks 
in one 75 minute session. The participants were left alone for both the first and third tasks 
and were accompanied by the researcher for the second task. The study was formed on a 
small number of participants in the understanding that individual experiences, with depth 
and detailed perspectives, could be achieved through a smaller sample of open-ended 
designs and interviews (Patton, 1990). The analysis of raw data from a larger sample of 
open-ended designs and interviews is, however, very complex and beyond the scope of 
this research. The third task (packaging design survey) was also conducted online and 
another eight participants did the online survey. Email flyers were used to contact them. 
Among the participants of the online survey there were six females and two males; the 
distribution of their ages was as follows: four participants in ’28-37’ age range, three 
participants in ’38-47’ age range and one participant in ’58-67’ age range. All participants 
considered themselves as Australians who lived all their lives in Australia. Table 1 shows the 
demographic information about the participants of the paper survey versus the online 
survey. 






Gender Age range Australian 
F M 18-27 28-37 38-47 48-57 58-67 68+ Yes No 
Paper 10 6 4 5 3 1 1 - - 6 4 
Online 8 6 2 - 4 3 - 1 - 8 - 
Ethics and Limitations 
Prospective participants were approached using either email or by discussing with 
them in person. The email addresses of the prospective participants, e.g., group email 
addresses for QUT higher degree research (HDR) students and academic staff members, 
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 were requested from the Faculty’s HDR support team and the research student centre. The 
research team members also personally approached friends, family members and 
colleagues who were eligible to participate in the study. 
The participants were informed about all the matters of the project through an 
invitation letter (flyer), shown at Appendix B, as a part of the ethics application forms. They 
were also verbally informed of all pertinent matters during the exploratory design session 
preamble, when the project had been briefly introduced and the participants had been 
provided with an information sheet and asked to read the agreement forms, and to 
complete and sign the consent and media release forms. The participants were also 
reminded that they could leave at any time during the exploratory design session, even after 
signing the consent forms. They were then asked if they have any questions about the 
process. This was stated in the flyer and was reiterated during the preamble.   
The participants were of equal or greater status than the researcher and, as such, they 
were not likely to feel coerced. It was made clear to all people who were approached that 
participation was optional. Where contact details on the media release form were provided, 
in the ‘Providing Feedback to Participants’ section, participants were contacted with the 
published results from the study. Participants were not identified in the publication, as 
identities were removed and substituted for codes. 
It was clearly communicated to participants that the project would not benefit them 
directly. This research helps to better understanding how packaging for food essentials 
communicates important aspects of health and freshness, or can be understood to 
communicate these aspects in a misleading manner. These insights benefit both 
consumers and packaging designers. It benefits consumers (1) because packaging can 
communicate more clearly to them and (2) it reveals any shortfalls between the perceived 
meaning and the actual content of packages. It benefits packaging designers by improving 
their understanding of how consumers interpret packaging and helps them to 
communicate with consumers visually. 
Coffee vouchers were offered in appreciation of participation and for providing time 
for this research. The vouchers were handed to participants at the end of the exploratory 
design sessions. The offer of a coffee voucher could not compromise the voluntary nature 
of the consent obtained from participants because its monetary value was quite small. 
 Chapter 4: Research Design and Methods 71 
 4.3 INSTRUMENTS OF DATA ANALYSIS 
This section describes the data analysis techniques used to evaluate the data 
collected throughout the study. Detailed data analysis and findings are discussed in Chapter 
5. 
4.3.1 Data Analysis: existing labels 
4.3.1.1 Coding of Labels using Semiotic Analysis 
Six concepts for analysing the visual communication elements, i.e., logo, written text 
message, pictures and graphics, of the existing packaging labels of the case studies were 
used to code the labels. These codes were informed by semiotic theory and included 
position, size, colour, modality, typography and layer. These were drawn from semiotic 
theory reviewed in Chapter 3. An analysis table was established for each case study/product 
(shown in Appendix C) and was based on the proposed codes. There was no specific order 
for the codes that are described below and shown in Table 2. 
Code-1 Position: the milk labels were measured and then divided into a three by 
three grid. The reason for this segmentation, i.e., top-left, top, top-right, left, centre, right, 
bottom-left, bottom, bottom-right, was to realize the position of all individual visual 
elements represented on the packaging, because each particular position has its 
importance for attraction, culturally, as understood in visual social semiotics and explained 
in Section  3.1.2 of Chapter 3.  
Code-2 Size: the results from Code-1 helped to find out the total area occupied by 
each element. This helped to understand the importance of various elements’ sizes, from 
the designer’s point of view, in attracting attention. 
Code-3 Colour: The colours of all represented visual elements on the packaging 
were analysed to study the influence of colours in conveying particular messages, for 
example, healthiness; and/or specific concepts, for example, use of green elements to 
convey naturalness. The colour code included seven categories that were selected based 
on the most colours used on the packaging labels of all case studies. These were black, 
white, yellow, green, blue, red, and others (for any colour excluding the first six categories). 
The colours were studied due to the fact that each colour may convey a particular meaning 
in each cultural setting and/or various hue and saturation of colours may carry different 
levels of attractiveness, as asserted by (Silayoi & Speece, 2007; Van der Laan, et al., 2012) 
and explained in Chapter 2.  
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 Code-4 Modality: that is, the state of being realistic, as determined through cultural 
and historical standards (Kress & Van Leeuwen, 1996) (p. 168) . This was used to categorize 
all the elements of the packaging labels in three levels: low, medium and high modalities. 
Modality was discussed in Chapter 3 in detail. This study only concerns naturalistic 
modality. 
Code-5 Typography: The text-messages on the product labels were considered 
based on their typographical appearance and the actual semantic content of the message, 
but not consumers’ semantic associations with the text. Here semantic associations are 
different to the connotations that consumers interpret from the texts beyond their actual 
meaning. The reason behind this consideration is that this research aims at considering the 
visual concepts in society. The three main typography categories considered for this study 
were letter-case (with subcategories of uppercase, lowercase, and capitals), typeface (with 
subcategories of script, serif, and sans serif) and font-style (with subcategories of bold, 
regular, thin, and italic). 
Code-6 Layer: Each visual communication element can be decomposed into one of 
three layers. These are foreground, middleground, and background, each of which has a 
different significance in terms of visual social semiotics. 
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Table 2: Summary of the Codes Applied to Each Element 











The position of each individual 
visual element represented on the 
packaging. 
2. Size 
Out of 9 cells (a 
grid of 3 by 3) 










The colour of each visual 





















The placement order of each 
element in the horizon of a label. 
 
Semiotic analysis is a theoretical approach to qualitative inquiry, used here to 
investigate what common sets of visual design elements and social realities are meaningful 
to consumers. Social realities are a collection of conventional concepts and meanings 
constructed by interactions of the members of a society. As discussed in Chapter 3, the 
semiotics approach in this study was aimed at analysing the conventional concepts and 
meanings related to visual communication elements of milk packaging. The analysis tables 
developed for each case study/product (shown in Appendix C) enable comparing of the 
cases studied. The meanings conveyed by the visual design elements used on the labels are 
accordingly established. The details of this analysis are discussed in Section  5.1.1. 
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 4.3.1.2 Thematic analysis of survey data 
Two types of questions were defined in the survey: 1) multiple-choice questions, and 
2) descriptive questions. The first was used to understand the concepts that consumers 
associate with the current packaging labels; while in the second, thematic coding was used 
to understand the meanings constructed around different concepts and their implications 
in the context of milk packaging. For the latter case, this study used ‘topic coding’ to 
identify all the relevant answers on a topic for categorization and description (Morse & 
Richards, 2002).  
4.3.2 Data Analysis: consumer-designed labels 
4.3.2.1 Semiotic analysis of consumer-designed labels  
The visual elements of the labels designed by the workshop participants were 
decomposed into parts to realize the concepts and meanings that were most important to 
consumers. The implications of the elements detached were studied to understand the 
meaning created in society in relation to pictures, messages and colours used. This level of 
analysis revealed the connections between the designs by consumers and those of the 
already existing labels in the context of milk packaging. This semiotic analysis of consumer-
designed labels ultimately revealed the shared belief among participants in relation to the 
properties of visual communication elements of milk labels. 
4.3.2.2 Thematic analysis of interview with consumers 
The interview transcriptions and notes (Appendix F) were analysed to extract the 
words and expressions frequently used to refer to a particular meaning/understanding for a 
number of topics, such as picture, colour or typography, in the context of milk packaging 
labels. The common words and expressions extracted from all the interviews were 
recorded as codes with a number of different sub-codes for each. Codes and their sub-
codes convey a particular meaning/understanding. These were organized under a shared 
theme, within the domain of a topic. This analysis revealed all the concepts (themes) and 
their associated terminologies (codes) related to each topic. 
4.4 CONCLUSION 
This chapter has focused on the methodology design of the study, which included 
data collection and data analysis phases for both existing and consumer-created milk labels. 
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 Various methods were used for data collection. Coding, using semiotic analysis and 
thematic analysis, as well as for data analysis. Semiotics was applied in this study in order to 
decode the signs contained on packaging. It helped review and analyse signs on the 
studied packages, in the way they are culturally and socially constructed and the meanings 
and concepts that they try to convey. Also, thematic analysis was applied in this study to 
unveil frequently used concepts, which helped in realizing concepts associated with the 
milk labels in the minds of consumers. The following chapter represents the analysis and 
findings achieved through the methodological design explained in this chapter. 
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 Chapter 5:                 
Analysis and Findings 
 
 The research design for this Masters project discussed in Chapter 4 necessitated two 
aspects of analysis. These are the analysis of the existing labels (case studies) and of the 
consumer-created labels (design workshops). Details of these are included in the 
appendices, as referenced in the chapter. The focus of this chapter, however, is to describe 
the analysis processes exemplified in the appendices, and the findings they generated. The 
results revealed in this chapter are only associated with the case studies and should not be 
generalized to other products. 
Firstly, the existing labels are analysed using semiotic analysis and thematic analysis. In 
Section  5.1.1 the results of semiotic analysis of the milk packaging labels are presented. As 
described in Chapter 4, this is aimed at facilitating understanding the meaning of each 
design element for the researcher as a designer. In Section  5.1.2 the results of the survey 
are presented to help understand the meaning of milk packaging design elements for 
consumers. 
Secondly, the consumer-created labels have been analysed using semiotic analysis 
and thematic analysis. Section  5.2.1 represents the findings of the semiotic analysis of the 
design workshop to recognize the meaning of the design elements created by participants 
for the researcher as a designer, while Section  5.2.2 demonstrates the results of interviews 
for understanding the meaning of each design element created by participants for 
themselves.  
Thirdly, these two sets of findings are compared. That is, the findings from two levels 
of data – (1) for researcher’s perspective vs consumers’ perspective and (2) for meaningful 
elements of existing labels vs meaningful elements of consumer-created labels – are 
compared. The conclusion section reflects on the implications of the findings from Level-1 
analysis for Level-2 analysis. 
5.1 FINDINGS FOR THE EXISTING MILK LABELS 
5.1.1 Semiotic analysis of the packaging labels 
Each product’s packaging label consisted of a number of visual elements. Here the 
following visual elements have been identified for analysis: ‘brand logo’, ‘product name’, 
‘nutrition message’, ‘image’ and ‘nutrition chart’. It should be noted that some products may 
have two instances of ‘nutrition message’ and/or two instances of ‘image’.   
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 The visual elements of each product’s packaging label are analysed based on the six 
visual codes identified in Section  4.3.1.1, namely ‘Position’, ‘Size’, ‘Colour’, ‘Modality’, 
‘Typography’ and ‘Layer’. Also, for reasons of scope, this study was only interested in the 
visual features of the elements represented on the labels. That is, any linguistic messages 
on product labels were solely considered in terms of their visual characteristics and not in 
terms of what meanings they may have conveyed linguistically, discussed in Chapter 4, 
Section  4.3.1.1.  
The analysis tables described in Chapter 4 are used to compare the visual elements of 
case studies based on these codes. These tables are presented in full in Appendix C. The 
findings from this analysis are presented in the form of graphs, for comparison. These 
locate an element alongside its corresponding code e.g. the brand logo of all products is 
listed alongside its code, such as its Position value. These graphs are included in Appendix 
D. Key findings from the analysis are now presented in this chapter. 
5.1.1.1 Commonalities across the Packaging Labels of the Milks being studied 
Firstly, there were some commonalities between the labels, as follows: 
1. Milk Brand Logo: All milk brand logos have a portion of them positioned in the 
“Top” cell. The sizes of milk brand logos are almost the same. Blue is the dominant 
colour of all milk brand logos. All the milk brand logos are written in sans serif 
typeface. All the milk brand logos are placed in the foreground layer.  
2. Milk Product Name: All milk product names have a portion of them positioned in 
the “Centre” cell.  
3 & 4. Milk Nutrition Message 1 and 2: All of the Messages 1 are positioning in the 
“Top” third. The background colour of all Nutrition Messages 1 is yellow, and they are 
written either in black or a dark shade of blue. No Message 1s are written in either 
lower case or serif typeface. Five products out of six have Message 2s positioned in 
the ‘Bottom’ cell. Colours green and red are used in neither Nutrition Message 1 nor 
Nutrition Message 2. 
5 & 6. Milk Image 1 and 2: Images on all milk labels are the biggest elements. None 
of the images use red. All of the products have one of their images placed in the 
background layer.  
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 7. Milk Nutrition Chart: Only four products have a nutrition chart represented on 
their front packaging labels. All the charts are the same size, use the same colours –
white and blue, are written using capital letters and sans serif typeface, and are placed 
in the foreground layer.  
The data understood from the analysis tables is not exhaustive; in addition to the 
information denoted in Appendix D, the semiotic analysis revealed a number of visual 
characteristics of the design elements represented on each case study. These are now 
discussed, along with decomposed figures of the labels summarizing the data of the 
analysis tables. To make the decoding analysis process easier, a number is assigned to each 
visual element of the case studies. This is in no particular order; the only rule of thumb is 
that the elements are numbered based on the order of their appearance on the packaging 
label from top to bottom and left to right. 
5.1.1.2 Individual analysis of the Packaging Labels of the Milks being studied 
Pauls, Full-Cream  
This detailed discussion of the Pauls full cream milk label refers to Figure 6. The logo 
is relatively large, and the type of milk and the message are coloured as the same as the 
dominant colour of the logo, that is, blue. The product type is represented in simple 
typography with a large font size to simply say the product is “milk”. The label includes a 
three-colour graphic image with blue, green and yellow elements standing for sea, land and 
the sun; the image simply represents nature. There is also a low intensity blue colour spread 
over the background behind the graphic image of the landscape, which represents the sky. 
This colour conveys the feeling of “freshness” and “coldness”. The background colour also 
includes white, which makes a strong contrast with all other elements on the packaging. 
This contrast helps to make the logo, the message and the graphic image of landscape be 
seen and for it to be read more easily. Also, the background colour (white) has a harmony 
with the actual product represented on the packaging. The label represents an image of 
fresh milk, which is the product, pouring through the logo in high modality to illustrate the 
“freshness” of the product inside the container. There is an element like a gold medal at the 
top right saying “NATURALLY PERMEATE FREE” to show the importance of the message. 
The logo, pouring milk, and the landscape create an L-shape composition on the label that 
is easy to follow.  
Figure 6 shows the Pauls Full-cream Milk’s label, its signifier map and a description of 
the signifiers used.  
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 Signifier 1 is a nutrition message represented through a golden medal icon that is a symbol 
of certification. The message and the medal evoke the idea of an achievement in 
healthiness through the semantic meaning of the written message, and the gold colour that 
is awarded to highest levels of achievement. The signifier is small compared to the other 
elements, but the capitalized letters reinforce the importance of the message.  
Signifier 2 is the Pauls logo that represents the brand.  
Signifier 3 is the product name, represented as a linguistic symbol for milk. This is a salient 
signifier due to its colour contrasting with the background, its large type size and its 
position at the centre on the foreground layer. 
Signifier 4 is a linguistic message for “full cream goodness”.  
Signifier 5, the image of pouring milk is an icon signifying fresh milk. This is because the 
action of pouring milk is represented in high modality that looks more realistic and closer to 
fresh milk. The picture shows the movement of milk is not still but pouring, not static but 
dynamic, hence it is not stale but is, rather, fresh. Pouring and being dynamic share a 
paradigm relating to the concept of “freshness”. This is a salient element in its large size and 
for being represented in high modality on the foreground layer. Here, the white colour 
symbolizes purity.  
Signifier 6 is an icon of the landscape and represents the sun, land and sea (nature) in low 
modality. The yellow, green and blue colours are the symbols of sun, ‘land and sky 
respectively. 
Signifier 7 is the background; that is, the light-blue colour faded into white symbolizes early 
morning and coldness.  
The act of pouring milk and the spatial proximity of Signifier 5 to Signifier 2 directly 
connect the brand’s logo and the milk into a syntagmatic combination that gives the 
meaning of fresh milk produced by Pauls, or “Pauls deliver fresh milk”. There is also a 
syntagmatic relationship between the white pouring milk, Signifier 5, and the light-blue 
background, Signifier 7, evoking a sense of freshness. The dominant message in this design 
is concerned with freshness. 
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Figure 6: Pauls full-cream milk 
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 Pauls, 2% Fat 
This detailed discussion of the Pauls 2% fat milk label refers to Figure 7. The logo is 
represented smaller than the logo on Pauls full-cream milk’s label, but the gold medal 
saying “NATURALLY PERMEATE FREE” is larger than that on Pauls full-cream milk’s label, for 
more emphasis. This label has a picture of the product as the same modality and size as 
that of Pauls full-cream milk’s label to show the “freshness” of the product; however, the 
background of the label is a high intensity blue colour with no particular image on it. The 
type of the product, “SMARTER WHITE Milk”, is written with capital letters using a large font 
size in yellow and white; the writing style of the product type and the contrast between the 
product type’s colours and background colour make the product type eye-catching.  There 
is another nutrition message on the label saying “Full cream taste, only 2% fat” that is written 
in a slim and italic font style. This is because this type of milk contains less fat than the full-
cream milk, so the font style used conveys its healthiness. The L-shape composition seen 
on Pauls full-cream milk’s label is also seen on Pauls 2% fat milk’s label.  
Figure 7 shows the Pauls 2%-fat Milk’s label, its signifier map and a description of the 
signifiers used.  
Signifier 1 is a nutrition message represented through a golden medal icon that is a symbol 
of certification. As in the previous case, the message and the medal evoke the idea of an 
achievement in healthiness through of the semantic meaning of the written message and 
the gold colour that is awarded to highest levels of achievements. The signifier is large 
compared to the brand logo, and the capitalized letters and the golden colour contrast 
with the background to make it more eye-catching and reinforce the importance of the 
message.  
Signifier 2 is the Pauls logo that represents the brand.  
Signifier 3 is the product name represented as a linguistic symbol for the phrase “smarter 
white milk”. This is a salient signifier due to its colours (yellow and white) contrasting with 
the background, its large type size and its position at the centre on the foreground layer. 
The meaning of the phrase and the bold capitalized letters, along with the stroke shadows, 
reinforce the importance of the type of milk it is. 
Signifier 4 is a linguistic message for “full cream taste, only 2% fat”. The message is written 
in a slim and italic font style. Slim text iconically looks like a thin person, which we consider 
to be fit and healthy. Also, italic font style iconically reminds us of dynamic feelings that 
come from exercise. Hence the slim and italic font style is used because this type of milk 
contains less fat than the full-cream milk, so the font style conveys “healthiness”. 
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 Signifier 5, the image of pouring milk, is an icon signifying fresh milk. This is because the 
action of pouring milk is represented in high modality that looks more realistic and closer to 
fresh milk. The picture shows the movement of milk; it is not still but is pouring, not static 
but dynamic, hence it is not stale, but is, rather, fresh. Pouring and being dynamic share a 
paradigm related to the concept of “freshness”. This is a salient element for its large size 
and for being represented in high modality on the foreground layer. Here, the white colour 
symbolizes purity.  
Signifier 6 is the background. It is a rich blue colour with high saturation and provides a 
contrast to Signifiers 5, 3 and 1, the latter two through complementary colour contrast and 
the former through value colour. In this way, the high saturated colour blue makes the 
other signifiers stand out and emphasize their meaning.  
The act of pouring milk and the spatial proximity of Signifier 5 to Signifier 2 directly 
connects the brand’s logo and the milk into a syntagmatic combination meaning “Pauls 
delivers fresh milk”. The placement of the splashes of the milk through Signifier 5 and the 
lines enfolding Signifier 4 direct the attention to the nutrition message. The dominant 
message in this design concerns “freshness”. 
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Figure 7: Pauls 2% fat milk 
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 Dairy Farmers, Full-Cream  
This detailed discussion of the Dairy Farmers full cream milk label refers to Figure 8. 
There is a big yellow box, seen as the most important title of the label, saying “NATURALLY 
contains A2 Protein”; the word “NATURALLY” is written with capital letters and “A2 Protein” is 
written in bold with a large font size to stress the importance of the message. The logo 
includes natural elements such as the sun and the landscape. There is a kind of watercolour 
picture of a farm, with a big portion of blue sky representing clean and fresh weather, and a 
free cow pasturing in a green land as the source of the product. There is also a picture of a 
farmer looking over the field with the sun shining on the horizon. The message “Permeate 
Free” is placed in the sight of the farmer. The type of milk is written using script typeface 
(hand writing style). The essence of both a watercolour picture and a hand written text are 
natural, so they are used to emphasis the concept of “naturalness”.  
Figure 8 shows the Dairy Farmers Full-cream Milk’s label, its signifier map and a 
description of the signifiers used.  
Signifier 1 is a nutrition message represented as a linguistic symbol on a yellowish strip. This 
element sits separately from other signifiers on the label, in terms of its compositional 
meaning, because of the empty space, contrast of the colour and its form. This is a salient 
signifier due to its top position, colour, contrast and large type size. The typeface used for 
the first part of this signifier looks like it is hand written. This iconic sign means “naturalness”. 
The text also expresses this verbatim through use of the word “naturally”. 
Signifier 2 is the Dairy Farmers logo that represents the brand. The logo contains an icon of 
the sun rising over green landscape. This signifies early morning. 
Signifier 3 is the product name represented as a linguistic symbol of the phrase “original 
milk”. The typeface used for this signifier looks like it is hand written. As before, this is an 
iconic sign. It means natural. It also is a salient signifier due to its colour (white) contrasting 
with the blue background, large size type and its position at centre on the foreground layer. 
The meaning of the phrase and its natural style type inform an overall impression of 
‘naturalness’.  
Signifier 4 is a linguistic message for “permeate free”. The spatial proximity of the message 
to the cow (source of milk) and its placement in the sight of the farmer suggest no extra 
process is involved in the production. This understanding of the message is consistent with 
a syntagmatic analysis of these elements. Finally, the message is written in an italic bolded 
style font for emphasis.  
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 Signifier 5, the image of a farmer looking over the field with the sun shining on the horizon, 
is an icon for farmer and farm. This is a salient element given its large size. The image is 
created with a watercolour effect. This effect makes the presence of the artists’ hand 
obvious. This presence of the hand communicates naturalness, as before. It shows a young 
muscular male farmer resting on a fence and gazing into the distance. His posture conveys 
relaxation or resting. The field is not crowded and the cow has space and it is also relaxed. 
The farmer is proud to have the cow free in a meadow. All are signifiers of a natural 
environment. 
Signifier 6 is a symbol for a nutrition chart and gives some nutritional information for the 
product.  
The essence of both a watercolour picture and a hand written text is that of 
naturalness, so they are used to emphasis the concept of “naturalness”. To this end the 
various images – (1) the sequence of the elements of Signifier 5 (a natural environment with 
blue sky on a big portion of the label including a farmer and a cow that is the source of 
milk), (2) hand written typeface used for both Signifier 1 and Signifier 3, and (3) the water 
colour technique used for Signifier 5 – syntagmatically evoke the idea that “this product is 
natural”. Naturalness is inferred; nature is not factory, and hand written messages and 
watercolour pictures are not machine generated, so naturalness is a paradigmatic 
construction. 
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Figure 8: Dairy Farmers full-cream milk 
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 Dairy Farmers, 2% Fat  
This detailed discussion of the Dairy Farmers 2% fat milk label refers to Figure 9. The 
heading message of “NATURALLY contains A2 Protein” and the brand logo represented on 
Dairy Farmers full-cream milk’s label are repeated on Dairy Farmers 2% fat milk’s label. This 
label also has a watercolour picture of a farm with a sunset (using the colour yellow) 
instead of the big blue sky on Dairy Farmers full-cream milk’s label. There is no farmer on 
this label, but two free cows (the source of milk) are larger on this label, to emphasise the 
natural source of milk. The type of milk, that is “new”, is also written with a natural 
handwriting style, adding to the natural picture of the label. There is also a bold message 
saying “Full cream taste with only 2% fat, Permeate free” written in black on a yellow 
background.  
Figure 9 shows the Dairy Farmers 2%-fat Milk’s label, its signifier map and a description 
of the signifiers used.  
Signifier 1 is a nutrition message represented as a linguistic symbol on a yellowish strip. This 
element sits separately from other signifiers on the label in terms of its compositional 
meaning because of the empty space and its form. This is a salient signifier due to its top 
position and large type size. The typeface used for a part of this signifier is hand written, 
that is to say, natural. 
Signifier 2 is the Dairy Farmers logo that represents the brand. The logo contains an icon of 
the landscape that reflects sunrise, thus indexing early morning. 
Signifier 3 is the product name represented as a linguistic symbol for the word ‘new’. The 
typeface used for this signifier is hand written, or natural. This is a salient signifier due to its 
colour (white) contrasting with the background, its large type size and its position at centre 
on the foreground layer. Its natural type style reinforces the naturalness of milk.  
Signifier 4 is a linguistic message for “full cream taste with only 2% fat. Permeate free”. The 
spatial proximity of the message to the cow (the source of milk) and its contrast with the 
background suggest less fat does not compromise the full cream taste. The message is 
written with an italic font style for emphasis.  
Signifier 5, the picture of a farm with a sunset (using the yellow colour) and two free cows 
in the field is iconic. This is a salient element due to its large size. The image is created with 
watercolour effects, suggesting the picture is created naturally by hand, and is not a print.  
Signifier 6 uses the symbols for a nutrition chart, and gives some nutritional information for 
the product.  
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 The essence of both a watercolour picture and a hand written text is that of 
naturalness; they are created by hand, not machine. This evokes the concept that the 
product is produced in a natural way rather than being processed in a factory. To this end 
the various images – (1) the sequence of the elements of Signifier 5 (a natural environment 
with sunset on the blue sky on a big portion of the label, including free cows that are the 
source of milk), (2) hand written typeface used for both Signifier 1 and Signifier 3, and (3) the 
water colour technique used for Signifier 5 – syntagmatically evoke the idea that “this 
product is natural”. Additionally, a paradigmatic construction is understood for naturalness; 
nature is not factory, and hand written messages and watercolour pictures are not machine 
generated. 
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Figure 9: Dairy Farmers 2% fat milk 
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 Pura, Full-Cream  
This detailed discussion of the Pura full cream milk label refers to Figure 10. There is a 
big yellow box, seen as the most important title of the label, saying “NATURALLY contains 
A2 Protein”; the word “NATURALLY” is written with capital letters and “A2 Protein” is written 
in bold with a large font size to stress the importance of the message. This is the exact 
message used for Dairy Farmers milks. At first glance, a big blue circle catches the eyes. 
The logo, with capital letters, is placed on the top left side of the label. The letters of the 
logo and of the product type are written using a slim style. The product type is also written 
in italics, as is the nutrition message of “permeate free”. The slimness of the fonts represents 
fitness and healthiness, and the italic font style realizes a feeling of energy. There is also 
another white element at the bottom of the circle that looks like a smile; this white touch 
on the circle creates a causal link to happiness. (Note: there is another small blue circle on 
the label saying “made here in Victoria” with a map of Victoria. This element was not 
considered in the semiotic table analysis because other products being studied did not 
have such an element).  
Figure 10 shows the Pura Full-cream Milk’s label, its signifier map and a description of 
the signifiers used.  
Signifier 1 is a nutrition message represented as a linguistic symbol on a yellowish strip. This 
element is disconnected from other signifiers on the label in terms of its compositional 
meaning, because of the empty space below it contrasts with colour and form. This 
signifier is eye-catching due to its top position, colour, contrast and large type size. The 
typeface used for a part of this signifier is hand written, that is, natural. 
Signifier 2 is the Pura logo that represents the brand. It is capitalized with slim, large type 
size to emphasise the brand. 
Signifier 3 is the product name represented as a linguistic symbol for the phrase “original 
milk”. The typeface used for this signifier is slim and italic. The way it is positioned at the 
centre helps the element to be more visible. 
Signifier 4 is a linguistic message for “permeate free”. The message is written with an italic 
font style for emphasis.  
Signifier 5 is a big blue circle with a white element at the bottom of the circle that looks 
like a smile. The blue colour of the circle reminds us of the sky, which is a symbol for 
“freshness”. This white touch is an icon for smile and indexically points to happiness. This 
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 signifier is a salient element because of its large size, its colour contrasting with the 
background, and its central position. 
Signifier 6 is a symbol for a nutrition chart and provides some nutritional information about 
the product.  
The slimness of the typeface used for Signifiers 2, 3 and 4 and the italic style of 
Signifier 3 and 4 evoke the concept of being dynamic and fit, which conveys “healthiness”. 
The slimness of the fonts represents “fitness and healthiness”, and the italic font style 
realizes an “energetic feeling”. Together, syntagmatically, they evoke the idea that 
“consumers will be satisfied, happy and feeling healthy” after consuming this product. The 
dominant message in this design concerns health. 
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Figure 10: Pura full-cream milk 
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 Pura, 2% Fat  
This detailed discussion of the Pura 2% fat milk label refers to Figure 11. The heading 
message of “NATURALLY contains A2 Protein” represented on Pura full-cream milk’s label is 
exactly repeated on Pura 2% fat milk’s label. This label has the exact characteristics of the 
label of Pura full-cream milk but is presented in green instead of blue. The product type, 
“new 2% fat”, and the nutrition message, “full cream taste, a bit less fat, permeate free”, are 
written in the same slim style with italic letters as those of Pura full-cream milk’s label, to 
emphasis the same “healthiness” and “energetic feeling” messages.  
Figure 11 shows the Pura 2%-fat Milk’s label, its signifier map and a description of the 
signifiers used.  
Signifier 1 is a nutrition message represented as a linguistic symbol on a yellowish strip. This 
element is disconnected from other signifiers on the label in terms of its compositional 
meaning, because of the empty space below it contrasts the colour and form. This signifier 
is eye-catching due to its top position, colour, contrast and large type size. The typeface 
used for a part of this signifier is hand written, that is, natural. 
Signifier 2 is the Pura logo that represents the brand. It is capitalized with slim, large type 
size to emphasise the brand. 
Signifier 3 is the product name represented as a linguistic symbol for the phrase ‘new 2% 
fat’. The typeface used for this signifier is slim and italic. The way it is positioned at the 
centre helps the element to be more visible. 
Signifier 4 is a linguistic message of “full cream taste, a bit less fat, permeate free”. The 
message is written with an italic font style for emphasizes.  
Signifier 5 is a big green circle with a white element at the bottom of the circle that looks 
like a smile. The green colour makes the circle look like the earth, symbolically understood 
from the green colours for the environment. This white touch is an iconic smile that 
indexically points to happiness. This signifier is a salient element because of its large size, its 
colour contrasting with the background, and its central position. 
Signifier 6 is a symbol for a nutrition chart. It gives some nutritional information about the 
product.  
The slimness of the typeface used for Signifiers 2, 3 and 4 and the italic style of 
Signifiers 3 and 4 evoke the concept of being dynamic and fit, and conveys “healthiness”. 
The slimness of the fonts representing “fitness and healthiness”, and the italic font style 
realizing the “energetic feeling” syntagmatically evoke the idea that “consumers will be 
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 satisfied, happy and feeling healthy” after consuming this product. The dominant message 
in this design concerns “healthiness”. 
 
96  Chapter 5: Analysis and Findings 
  
Figure 11: Pura 2% fat milk 
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 5.1.1.3 Overall observations of the packaging labels of the milks being studies 
Both Pauls full-cream and Pauls 2% fat products are supplied by the same company, 
the brand logo of the full-cream milk is much bigger than the logo of the 2% fat milk. 
Instead, the gold medal saying “NATURALLY PERMEATE FREE” on the 2% fat milk is bigger 
than that on the full-cream milk. This suggests in the case of the full-cream milk the 
emphasis is on the brand name and in the case of the 2% fat milk, it is supposed to be 
healthier milk because of lower fat. The product name of full-cream milk (milk) is written in 
‘lower-case’ letter-case but the product name of 2% fat milk (SMARTER WHITE Milk) is 
written using ‘capitalize’ letter-case to put more emphasis on the type of the milk. Both 
“SMARTER WHITE” and “only 2% fat” linguistic information is written in ‘yellow’ for being 
more eye-catching and advisory health message. 
Pura products are sold in NT, SA, TAS, VIC and WA states in Australia and the same 
company names their products as “Dairy Farmers” in NSW and QLD instead of “Pura”. Two 
exact visual elements that this study considers them as Nutrition Message 1 and Nutrition 
Chart are placed on the packaging of all four products being studied. The product names 
of Dairy Farmers and Pura full-cream milks (“original milk”) are written in the same colour, 
position and size, but the letter-case of the Dairy Farmers full-cream milk is “upper-case” 
while the letter-case of the Pura full-cream milk is “lower-case”. The product names of Dairy 
Farmers and Pura 2% fat milks (“original milk”) are written in the same colour, position and 
size, but the letter-case of the Dairy Farmers 2% fat milk is “upper-case” while the letter-case 
of the Pura 2% fat milk is “lower-case”. 
A discussion of the implications of these findings will be given in Chapter 6. 
5.1.2 Thematic analysis of the survey 
The survey, shown in Appendix G, was designed to simulate the point of sale for 
consumers (both for workshop participants and online participants) when buying milk. The 
presentation of milk products was therefore integral to the graphic design and layout of the 
survey. As stated previously, the milk products chosen for this survey were the same as 
those used in the case studies. The products were assumed to cost the same. This was to 
let the consumers surveyed restrict their focus on elements of visual communication. In 
this section the findings from a thematic analysis of workshop participants is presented first, 
followed by findings from those participants who completed the survey online and did not 
participate in the design workshop. 
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 The same survey was also conducted online with different participants. The online 
survey was exactly the same as the paper survey, shown in Appendix G. the number of 
participants in the online survey was different to the number of participants in the paper 
survey (eight vs. ten) and hence the findings of each survey type presented separately in the 
following section. 
5.1.2.1 Findings for the paper survey and the online survey 
Question 1: “If you were at the shopping centre choosing milk, which one of the 
following would you choose (assume they all cost the same)?” 
The aim of the first survey question was to generally identify the participants’ 
preference for milk out of those six labels presented.  
Findings for the paper survey: ‘Dairy Farmers – Full cream’ was the choice of five 
participants (out of 10), as shown in Table 3. None of the participants selected ‘Dairy 
Farmers – 2% fat’. 
 
Table 3: Responses to Q1 of Paper Survey 
 
Participants Selected product (milk) 
Participant 1 Dairy Farmers full-cream 
Participant 2 Pauls 2% fat 
Participant 3 Dairy Farmers full-cream 
Participant 4 Pauls full-cram 
Participant 5 Dairy Farmer full-cream 
Participant 6 Pura 2% fat 
Participant 7 Pura full-cream 
Participant 8 Dairy Farmers full-cream 
Participant 9 Pauls full-cream 
Participant 10 Dairy Farmers full-cream 
 
Findings for the online survey: ‘Dairy Farmers – 2% fat” was the choice of three 
participants (out of 8), as shown in Table 4. None of the participants selected ‘Pura – full 
cream’. 
 Chapter 5: Analysis and Findings 99 
 Table 4: Responses to Q1 of Online Survey 
 
Participants Selected product (milk) 
Participant 1 Dairy Farmers 2% fat 
Participant 2 Pauls full-cream 
Participant 3 Pauls full-cream 
Participant 4 Pura 2% fat 
Participant 5 Dairy Farmer 2% fat 
Participant 6 Pauls 2% fat 
Participant 7 Dairy Farmer 2% fat 
Participant 8 Dairy Farmers full-cream 
 
Question 2: “What was the main reason you chose / would choose this product?” 
The aim was to find out the reason for the answer to Question 1.  
Findings for the paper survey: As shown in Table 5, five participants (out of 10) 
selected ‘Packaging’ as the main reason behind their choices, although not all of these five 
participants selected the same milk product; 3 of them had selected ‘Dairy Farmers – Full 
cream’ and the other 2 had selected ‘Pauls – Full cream’. ‘Brand’ was not selected as the 
main reason for choosing a milk product. 
 
Table 5: Responses to Q2 of Paper Survey 
 
Participants Selected reason (milk) 
Participant 1 Nutrition Value 
Participant 2 Nutrition Value 
Participant 3 Packaging 
Participant 4 Packaging 
Participant 5 Taste 
Participant 6 Taste 
Participant 7 Nutrition Value 
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 Participant 8 Packaging 
Participant 9 Packaging 
Participant 10 Packaging 
 
Findings for the online survey: As shown in Table 6, four participants (out of 8) 
selected ‘Nutrition Value’ as the main reason behind their choices, although not all of these 
four participants selected the same milk product.  
Table 6: Responses to Q2 of Online Survey 
 
Participants Selected reason (milk) 
Participant 1 Nutrition Value 
Participant 2 Packaging 
Participant 3 Nutrition Value 
Participant 4 Nutrition Value 
Participant 5 Packaging 
Participant 6 Nutrition Value 
Participant 7 Taste 
Participant 8 Brand 
 
 
Question 3: “Please identify the milk LABELs by numbers 1-6 in the order of your 
preference.” 
The third question was designed to understand consumers’ preferences for milk 
labels, just in terms of packaging. The participants were asked to identify the milk labels in 
the order of their preferences, 1 being the most preferred and 6 the least preferred.  
Findings for the paper survey: The Dairy Farmers full cream milk was the most 
preferred label for six participants. The Pura 2% fat milk was the least preferred label for 
seven participants. 
Findings for the online survey: The ‘Dairy Farmers – 2% fat milk’ was the most 
preferred label for four participants. The ‘Pura full cream milk’ was the least preferred label 
for three participants. 
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 Question 4: “Think of the milk label you most preferred, please rate the attractiveness 
of its visual elements.” 
Question 4 was designed to explore the attractiveness of the visual elements on the 
milk labels. The question concerns four visual elements: colour, message, picture, and 
writing style (typography). Each participant was asked to rate the attractiveness of the four 
visual elements using a scale of five categories, ranging from 5 (the most attractive) to 1 (the 
least attractive). A weighted score was calculated for each visual element to rank their 
attractiveness. For each visual element, the number of responses for each category was 
multiplied to the weight of the category, and then the weighted scores of all categories 
were added together to represent the total weight of the element.  
Findings for the paper survey: Concerning the weight of the elements, ‘Colours’ was 
considered the ‘most attractive’ element, followed by ‘Pictures’, ‘Messages’, and ‘Writing 
Style’; ‘Messages’ and ‘Writing Style’ were seen as being equally attractive. 
Findings for the online survey: Concerning the weight of the elements, ‘Pictures’ was 
considered the ‘most attractive’ element, followed by ‘Messages’, ‘Colours’ and ‘Writing 
Style’. 
Question 5 “Think of the milk label you most preferred. Please explain how each of 
the following aspects of that label makes you feel.” 
Question 5 was designed to study the thoughts and feelings of the participants in 
relation to four visual elements: colour, message, picture and writing style. Thematic 
analysis was used to code the thoughts and feelings of the participant for identified 
frequent words and expressions in their answers. The coding map for the paper survey 
results is shown in Figure 12 and for the online survey results in Figure 13. The visual codes 
were taken as ‘topics’ and then for each topic relevant codes were identified and organized 
under an ‘organizing theme’. This follows the explanation of thematic coding provided in 
Chapter 4 (Section  4.3.1.2). As stated there, codes are words and expressions that are used 
frequently and the organizing themes are the common concepts understood from relevant 
codes (Morse & Richards, 2002). These categories were also informed by the responses to 
subsequent survey questions, as is presented later in this section.  
Findings for the paper survey: The emergent themes for the analysis included 
“naturalness”, “freshness”, “simplicity” and “informality”. For example, Participant-7 wrote for 
‘colour’ that “the blue gives off a cool and refreshing feel”, shown in full in the sample 
completed survey in Appendix G. In this way, blue is a code that infers “freshness”. 
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 Furthermore, where a code was mentioned as meaning something more than once, a 
theme was identified. In this way the theme ‘freshness’ was identified from this question, as 





Findings for the online survey: The emergent themes for the analysis include 
“naturalness”, “simplicity”, “healthiness”, “freshness”, and “originality1” as shown in Figure 13. 
1 Originality, in this context, refers to the origin of the milk products. Macquarie dictionary defines 
‘originality’ as “the state or quality of being original” and defines ‘original’ as “belonging or relating to 
the origin or beginning of something, or to a thing at its beginning”. 
Figure 12: Coding maps for Q5 of Paper Survey 
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 For example, Participant-1 wrote for ‘colour’ that “the yellow and green make me think of 
natural dairy farms”, as shown in full in the sample completed survey in Appendix G. In this 
way green and yellow were codes that inferred “naturalness”. Furthermore, where a code 
was mentioned as meaning something more than once, a theme was identified. In this way 







Figure 13: Coding Maps for Q5 of Online Survey 
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 Question 6: “In your opinion, do any of these labels convey “NATURALNESS”? Please 
select the labels that do and explain why!” 
Question 6 studies the level of “Naturalness” conveyed through the milk labels.  
Findings for the paper survey: ‘Dairy Farmers – Full Cream’ was voted seven times as 
the label conveying ‘naturalness’. The codes extracted from the responses given by 












Findings for the online survey: Both ‘Dairy Farmers – Full Cream’ and ‘Dairy Farmers – 
2% Fat’ were voted four times as the label that conveyed “naturalness”. The codes extracted 









Question 7: “In your opinion, do any of these labels convey “FRESHNESS”? Please 
select the labels that do and explain why!” 
Question 7 studied the level of “Freshness” conveyed through the milk labels.  









Lushness   
Natural 
Paddock 
Sky and Clouds 
Sun    Naturalness 
  
Figure 14: Coding map for Q6 of Paper Survey 









Sunrise    Naturalness 
  
Figure 15: Coding Map for Q6 of Online Survey 
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 Findings for the paper survey: ‘Pauls – Full Cream’ was voted seven times as the label 
conveying “freshness”. The codes extracted from the responses given by participants for the 








Findings for the online survey: ‘Pauls – Full Cream’ was voted four times as the label 
conveying “freshness”. The codes extracted from the responses given by participants for the 







Question 8: “In your opinion, do any of these labels convey “HEALTHINESS”? Please 
select the labels that do and explain why!” 
Question 8 studied the level of “Healthiness” conveyed through the milk labels.  
Findings for the paper survey: Both ‘Dairy Farmers – Full Cream’ and ‘Pura – 2% Fat’ 
received four votes each, which is a rather negligible indication. The responses given by 
participants for the “freshness” theme did not include sufficient frequently used topics to 
extract meaningful coding. 
Findings for the online survey: ‘Pura – 2% Fat’ was voted seven times as the label 
conveying “healthiness”. The codes extracted from the responses given by participants for 
the “healthiness” theme are given in Figure 18. 
 
Code   Theme 
 
Blue 
Movement in milk 
Pouring milk  
Smooth pouring 
Splashes of milk     Freshness 
  
Figure 16: Coding map for Q7 of Paper Survey 




Pouring milk  
White         Freshness 
  
Figure 17: Coding Map for Q7 of Online Survey 






This section considered the existing labels (case studies). The findings of the semiotic 
analysis and the findings of the thematic analysis of the surveys were discussed in this 
section. The following section considers the consumer-created labels for analysis. 
5.2 FINDINGS FOR THE CONSUMER-CREATED LABLES 
This section provides the findings of the semiotic analysis of a selection of the 
consumer-created labels. This selection includes three designs that were chosen because 
of their potential for being analysed and thus resulting in more interesting findings. All 
participants’ designs are provided in Appendix E. The findings of the thematic analysis of the 
interviews related to all consumer-created labels are also revealed in this section. Appendix 
F includes the manuscripts of all interviews. 
5.2.1 Semiotic analysis of the packaging design workshop 
Milk Label Design by Participant 2 
Figure 19 shows the Milk’s label created by Participant 2 and a description of the 
signifiers used. There is a picture of a farm, with sun rising from behind a mountain in blue 
sky representing clean and fresh weather of an early morning, and a free cow pasturing in 
grassland as the natural source of the product. There is also a picture of a jug of milk that is 
an icon for the product.  
Signifier 1 is the product name represented as a linguistic symbol for milk. This is a salient 
signifier due to its colour contrasting with the background, its large type size being 
capitalized and bolded, and its position at the top on the foreground layer. 
Signifier 2 is a linguistic message for “light but tasty”. The message is written with a slim and 
italic font style. Slim text iconically reminds us of a thin person, which we culturally 
currently understand as being fit and healthy. 





Nutrition benefits     Healthiness 
  
Figure 18: Coding Map for Q8 of Online Survey 
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 Signifier 3, the image of a cow grazing in a meadow while the sun rises is an icon denoting 
a farm. The green meadow that iconically looks like the setting where cows live connotes 
naturalness. The sunrise indexes early morning, there is a causal relationship between the 
two and that provides a second signifier for naturalness.  
Signifier 4 is an icon for a white jug representing the product with the same colour as the 
product. This signifies the traditional way of serving milk as a widespread culture where the 
product was “collected for oneself from farm” rather than buying from supermarket. This 
connotes freshness. The representation of freshness through this signifier is similar to the 
way that freshness is connoted by the half open bag in the Panzani advertisement analysed 
by Barthes (1993) because they both represent domestic food preparations rather than 
preserved, refrigerated food. 
Signifier 5 represents  the nutrition chart for this product.  
Signifier 2 is written using script typeface (hand writing style) instead of using the 
printed typeface letters provided in the workshop. The essence of a hand written text 
(script) when compared to the other typeface styles (serif and sans serif) is natural. This 
communicates the concept of “naturalness” to the viewer. The spatial proximity of Signifier 
3 to Signifiers 1 and 4 syntagmatically conveys the product is produced naturally. The 
sequence of the syntagmatic signs for the product name, the cow and the jug of milk 
evokes a sense that the product is natural. The elements represented as part of Signifier 3, 
the picture of a green meadow, a free cow and the sun, adds emphasis to the naturalness 
as they are extended over the label. Another signifier for naturalness is the bringing together 
of the colour green with the nature that is not factory but is home to cows as the source of 
milk. The salience of the white jug containing the product in the foreground layer implies a 
euphoric value of freshness since the milk is not preserved in a commercial container but in 
a container holding fresh milk just collected from farm. 
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Figure 19: Milk Label Designed by Participant 2 
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 Milk Label Design by Participant 5 
Figure 20 shows the Milk’s label created by Participant 5 and a description of the 
signifiers used. There is an abstract picture of pink spots on a white background denoting 
cow skin pattern. This also connotes the source of milk. The bottom portion of the label 
shows grass that denotes the nature where the product naturally produces. There is a 
rectangular frame coloured blue at the top of the label holding the product name. An 
Australian flag is also placed on the top right corner of the frame denoting this country and 
connoting that the product is made here.  
Signifier 1 is the product name represented as a linguistic symbol for milk on a sky-blue 
frame, symbolizing ‘coldness’. This is a salient signifier due to its size, colour contrast with 
the background, capitalization of type, and its position at the top. 
Signifier 2 is an icon for the Australian flag, to connote it is Australian made. 
Signifier 3 is the image of a grass field with pink spots on a white background across the 
label. The grass denotes the nature in which cows live and graze. The pink spots are an 
abstract icon of cow skin pattern and through this likeness they signify the cow. Since the 
cow is also the source of the milk, there is an added indexical sign referencing milk in those 
pink spots. 
The spatial association of the sky-blue colour of the frame at top, the spots signifying 
cow and milk, and the green field syntagmatically combine to signify a nature landscape. 
This concept of ‘nature’ is then transferred to the product. In addition, the Australian flag is 
an icon conveying the fact that the product is produced locally in Australia and meets 
Australian standards. The product name is positioned at the centre top on the foreground 
layer which helps the element to be more visible and simply emphasizing that the product 
is milk that is an everyday use product. The abstract representation of the image is the 
second signifier for the simplicity of the product. 
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Figure 20: Milk Label Designed by Participant 5 
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 Milk Label Design by Participant 9 
Figure 21 shows the Milk’s label created by Participant 9 and a description of the 
signifiers used. The label shows sunrise and outdoors with grass where cows graze and this 
denotes the nature and connotes naturalness. The product name and a nutrition message 
are represented at the middle of the label. 
Signifier 1 is the product name represented as a linguistic symbol for ‘old cow, breakfast 
milk’. The fact that ‘OLD COW’ is written in a sans serif typeface and the impression of the 
phrase that is oldness connote traditional feelings for the time when milk was produced 
with less process. The phrase is capitalized for more emphasis.Signifier 2 is a linguistic 
message for “real food, whole goodness” and is written on a white background that is the 
colour of the product. The “real food” message connotes natural and original product 
without any kind of alteration. The “whole goodness” message denotes natural ingredients 
and nutritious and connotes healthiness. 
Signifier 3 is an image of the sun at the top and a grass field at the bottom. The sunrise is 
an icon that signifies morning and the grass field is an icon that means natural environment. 
The signified here is naturalness. 
Signifier 4 is the background colour that is brown paper. The colour and texture evokes 
feelings of old times because food was traditionally supplied in bags of the same colour. It 
also evokes a sense of rawness or not being synthetic. Finally, in its location relative to the 
sunset and grass image, it is the earth that is a connotation for landscape and naturalness. 
The spatial proximity and layout of the sunrise image to the grass image and brown 
‘earth’ sign syntagmatically combine to form a natural landscape. This concept of ‘nature’ is 
then similarly transferred to the product name. The combination of Signifier 1 and Signifier 
4 emphasise tradition, since both signs can be understood to share this concept. Tradition 
combines with natural landscape to paradigmatically signify the time when milks were 
produced without alterations: before industrialisation milk was produced in a rural farm 
setting rather than in factories, and hence the concept of tradition for milk is closely related 
to naturalness. 
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Figure 21: Milk Label Designed by Participant 9 
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 5.2.2 Thematic analysis of interviews 
This section provides the codes extracted from the interviews conducted as a part of 
the exploratory design sessions. As explained earlier, the interviews were like open 
conversations without set questions and plans. The reason for conducting unstructured 
interviews was to discover the reasons for design choices the participants made during the 
packaging design workshops. The discussions were categorized based on the topics and 
then the codes were organized under common themes. This followed the explanation of 
coding provided in Chapter 4 (Section  4.3.2.2). As stated there, codes are words and 
expressions that are used frequently and the organizing themes are the common concepts 
understood from relevant codes (Morse & Richards, 2002). Figure 22 and Figure 23 
represent the coding maps for the colour/picture and typography topics respectively. The 
interview transcriptions and notes are shown in Appendix F. 
 
 
Figure 22: Coding Maps for Interviews (Colour/Picture Topic) 




5.3 FINDINGS OF DATA COMPARISON 
This section compares the findings of the semiotic analysis and the thematic analysis 
revealed in the previous section. This is referred to as Level-1 analysis in the Research 
Design chapter. To do so, the results from both types of analysis for the existing labels are 
compared and then the results from both types of analysis for the consumer-created labels 
are compared. 
5.3.1 Level-1: researcher’s perspective vs consumers’ perspective 
5.3.1.1 Existing labels (semiotic analysis findings vs survey findings) 
As discussed earlier, the semiotic analysis of the existing labels revealed that (i) the 
dominant message in the design of Pauls brand milks concerns “freshness”, (ii) the 
dominant message in the design of Dairy Farmers brand milks concerns “naturalness”, and 
(iii) the dominant message in the design of Pura brand milks concerns “healthiness”. 
The semiotic analysis also disclosed that all the labels under study contain different 
types of signs including, index, icon and symbols, as identified earlier in the signifier maps of 
the products. However, the overall appearance of each brand label can be understood as a 
sign that signifies a dominant message, as listed above. The labels of Pauls products 
illustrated a high modality image of pouring fresh milk include an index signifying the 
Figure 23: Coding Map for Interviews (Typography Topic) 
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 product itself. The labels of Dairy Farmers products, illustrating the pictures of free cows in 
nature, are inclusive of an icon for the source of the product. The labels of Pura products, 
which illustrate a big smile of a happy face, symbolically signify the happiness that comes 
with healthy products. Hence, the semiotic analysis of the existing labels reveal that the milk 
labels being studied are designed based on either:  
• the product itself,  
• the product’s source, or  
• the feeling experienced after the consumption of the product. 
Pauls products that emphasize the product itself indexically convey “freshness” in 
general by using visual communication elements designed in a way to contribute to this 
meaning, as explained earlier. Dairy Farmers products stressing the source of the product 
iconically convey “naturalness” by using visual communication elements designed for 
“naturalness”. Pura products emphasize the feeling experienced after the consumption of 
the product symbolically and express “healthiness” by its visual communication elements.  
For the purpose of semiotic analysis the survey participants were asked to identify the 
labels that conveyed three concepts, namely freshness, naturalness and healthiness. The 
results were discussed in Section  5.1.2. The participants in both paper and online surveys 
agreed that the label of Pauls full cream milk conveyed “freshness”. The participants in the 
paper survey selected Dairy Farmers full cream milk as the label that signified “naturalness”, 
while the participants in the online survey voted equally for both labels of Dairy Farmers 
products as the labels signifying “naturalness”. The participants in the online survey agreed 
that the label of Pura 2% fat milk conveyed “healthiness”, but the participants in the paper 
survey did not agree on any label that for them best signified “healthiness”. 
The results from the thematic analysis of the paper survey concerning the concepts 
of “freshness” and “naturalness” were matched with the results of those from the semiotic 
analysis of the labels. However, the results from the thematic analysis of the paper survey 
for “healthiness” were inconsistent with the results for “healthiness” from the semiotic 
analysis of the labels. On the other hand, the results from the thematic analysis of the 
online survey concerning all three concepts of “freshness”, “naturalness” and “healthiness” 
matched the results for those from the semiotic analysis of the labels. 
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 5.3.1.2 Consumer-created labels (semiotic analysis findings vs interview 
findings) 
The semiotic analysis of the consumer-created labels revealed that the product 
names (milk) were salient in most of the designs because they were capitalized and written 
in large font sizes, and mostly positioned at top and centre of the labels. Nutrition messages 
were considered for half of the designs, using upper-case and mostly placed centrally and 
using smaller fonts than for the product name. Only one of the designs created by 
workshop participants included a brand logo. This may suggest that brand is not a critical 
decision driver in the case of fresh milk products. The colours mostly used were white, blue 
and green. White is the colour that symbolizes purity. The blue stands for the sky and 
symbolizes early morning, which is associated with freshness. Green is a symbol for 
meadow, representing the natural environment where cows (the source of the product) 
live. Most of the images of the designs iconically represented farm, nature and cow, all of 
which are associated with naturalness. The images are represented as salient elements due 
to their large size. 
A number of participants in the interviews indicated that they wanted to see only the 
product name (milk) at first glance, while others said they would like to see nutrition 
information as well. They agreed that the typography of the product name should be 
simple, generic and in large font. Participants believed milk to be an everyday drink and 
there was nothing fancy or formal about it. Participants frequently mentioned they would 
like to see colours and images associated with natural elements, such as sunrise, blue sky 
and meadow. The other important elements that participants talked about were those of 
cow and farm. They believed that the source of milk (cow) should be represented on 
packaging labels. They also said they would like to see farms, where they believed cows 
belonged, hence the labels should represent naturalness. This showcases the products as 
natural rather than factory produced. They also preferred to find more realistic images with 
high modality on the packaging to abstract images. 
The findings from the Level-1 analysis provided a basis for identifying meaningful 
elements of both existing labels and consumer-created labels. This is referred to as Level-2 
analysis in the Research Design chapter and will be discussed next. 
5.3.2 Level-2 Analysis: meaningful elements from existing labels vs meaningful 
elements from consumer-created labels 
Participants attending the explanatory design sessions selected/drew pictures such as 
farms, cows, sun and meadows and used colours such as green, blue and yellow as the 
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 main visual elements on their milk packaging label designs. Mostly, their intentions were to 
convey the concepts of naturalness and freshness. It is understood from the participants’ 
designs and the frequency of terms used in interviews that the visual elements showing 
naturalness with more realistic, high modality pictures were preferred. This suggests a 
direction into the perception and preference of consumers. This is reinforced by the fact 
that their designs were created before they were introduced to the case studies (by the 
survey), to avoid any extra visual reference that could influence their designs. 
A similar result was achieved with the surveys where Dairy Farmers products, 
classified for conveying “naturalness” by the semiotic analysis, were selected by participants 
as the most preferred milk label and the label that best represented “naturalness”. However, 
the most preferred milk product was slightly different for the participants of the paper 
survey, who selected Dairy Farmers Full-cream type, from the participants of the online 
survey, who selected Dairy Farmers 2% Fat type. This dissimilarity could be because the 
average age of the participants in the online survey was 15 years higher than the average 
age of the participants in the paper survey; the participants in the higher age range being 
more concerned with fat content. 
The semiotic analysis of the designs of participants in the explanatory design sessions 
revealed that only a few visual elements of their designs signified the “freshness” concept. 
However, the thematic analysis of the interviews showed that “freshness” was one of the 
main concerns of participants. This demonstrates that the participants had the concept of 
“freshness” in their minds for choosing milk but could not represent it through their designs 
as clearly as they could for “naturalness”. This is also evident in the results of the survey 
where Pauls Full-cream, classified for conveying “freshness” by the semiotic analysis, was 
selected by the survey participants (both paper and online) as the label best showing 
“freshness”. The major influential visual elements for “freshness” were images of the product 
in high modality, i.e., pouring milk, and the use of cold colours such as light blue and white. 
These were understood by the intentions of participants in their designs and their 
reflections on existing milk labels.  
Neither the semiotic analysis of the designs of participants in the explanatory design 
sessions nor the thematic analysis of the interviews revealed any concern for the concept 
of “healthiness” for milk packaging design. Hence they did not show much care for the 
“healthiness” concept through their designs as much as they did for “naturalness” or 
“freshness”. However, the semiotic analysis of the real products revealed that Pura products 
conveyed “healthiness”. This was confirmed by a majority of all survey participants. This 
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 means that the concept of “healthiness” was not in the mind of participants until they 
attended the survey study of the real products. This may suggest that the concept of 
“healthiness” is implicitly associated with plain milk (full-cream and 2% fat). 
As frequently mentioned by participants, the concept of “healthiness” was mainly 
conveyed through linguistic and semantic information such as “contains a2 protein” and 
“2% fat” represented on the milk packaging label. This linguistic information is also 
represented on the packaging labels of the other case studies, but they did not contribute 
to the concept of “healthiness” for those products as much as they did for Pura 2% fat. This 
is due to the influence of other visual elements, such as realistic images and colours 
connoting “naturalness” or “freshness”, which were greater than the influence of the 
linguistic information denoting “healthiness” on consumers. The abstract image represented 
on Pura products was not recognized by participants and hence they relied on linguistic 
information only to understand the denotational message of the product.  
The responses to the paper survey were, however, different to the responses to the 
online survey regarding the “healthiness” of the case studies. While the majority of 
participants in the online survey agreed that Pura 2% fat milk conveyed “healthiness”, only a 
minority of the participants at the paper survey agreed. This dissimilarity can be due to: (1) 
the higher average age of the online participants, who are perhaps more concerned about 
health, and/or (2) the two tasks (design workshop and interview) prior to the paper survey, 
which were completed only by the participants at the exploratory design sessions. 
5.4 CONCLUSION 
This chapter represented the findings for the case studies and the exploratory design 
workshops. As discussed these were yielded through semiotic and thematic analysis. The 
outcome of this study is exclusive to this study and should not be generalized. However, 
the outcome of this study does provide insights into packaging design and perceptions of it 
for milk in an Australian context, e.g., design for milk packaging may benefit. 
The semiotic analysis of the existing milk labels revealed that: (1) the dominant 
message of Pauls brand milks’ labels is “freshness”, because the product itself is 
emphasized; (2) the dominant message of Dairy Farmers brand milks’ labels is “naturalness”, 
because design emphasises the product’s source; and (3) the dominant message of Pura 
brand milks’ labels is “healthiness”, because the feeling experienced after the consumption 
of the product is what this design emphasises.  
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 The semiotic analysis of the consumer-created labels shows that participants 
employed pictures of farm, cow, sun and meadow, as well as colour green, in their designs, 
and there were intended to convey “naturalness”. They also used a picture of the product 
and the colours white and blue as visual elements for their designs to represent “freshness”. 
These suggest that the designs of the participants and the designers have a common 
understanding about “naturalness” and “freshness” for milk. 
The thematic analysis of the interviews focused on the elicitation of frequently used 
terms to realize their importance in the minds of consumers and to better understand their 
perceptions of milk packaging. The most frequent themes were “naturalness”, “freshness” 
and “originality”. They also frequently mentioned simplicity in typography to indicate the 
importance of the concept, as they believed milk to be an everyday product and thus must 
be represented as simply as possible.  
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 This chapter explores the insights established throughout this thesis for understanding 
and designing better packaging labels for milk products in Australia. Through semiotic and 
thematic analysis, the goal of this study was to investigate the relationship between the 
visual elements on labels of fresh milk and the concepts/messages promoted or claimed by 
them, i.e., natural, fresh or healthy. To this end, this study asked the following questions: 
1. What visual elements of packaging influence consumers’ purchase decision-
making processes?  
2. How do the visual elements of packaging influence the decisions made by 
consumers? 
The aims of this study were, firstly, to identify the most influential visual elements on 
milk packaging that affect consumers’ perceptions. This was to be done through analysing 
existing and consumer-created milk labels; and, secondly, to compare results from both 
semiotic and thematic analyses of those existing and consumer-created labels. 
The findings, which are important for designers, confirm the effectiveness of thematic 
and semiotic analyses for understanding the design of visual elements that are meaningful 
to consumers. Meaningful visual elements of packaging labels iconically, indexically or 
symbolically identify the intended messages. These messages include “naturalness”, 
“freshness’ or “healthiness”. For this to work, visual elements must collectively promote a 
particular stage of the process from production to consumption, i.e., product’s source of 
naturalness, product’s state of freshness, or product’s feeling of healthiness, as identified in 
Chapter 5.  
6.1 THE CONSUMER PERCEPTION OF MILK PACKAGING LABEL 
This study involved 18 participants, with 14 of them having similar Australian cultural 
background. Each participant, however, carried different interpretations of their 
surroundings according to various factors, such as gender and experience. Individual 
understandings that are related to social and cultural settings are, therefore, important in 
these judgments. The results of the study show both an agreement and a disagreement in 
the way consumers represent visual elements and interpret the concepts related to the 
elements on milk label packaging.  
These agreements are social facts, constructed in societies over time and with a 
majority of consumers’ agreement. The agreements seen in the process of designing and 
interpreting visual elements are consistent with the theory of the construction of social 
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 reality. This theory extends the notation of social facts to intentionally constructed facts by 
a significant number of individuals who (collectively) realize and agree upon certain ideas 
(Searle, 1995). Hence, most visual communication elements are understood according to 
social agreements and not personal preferences. 
The disagreements confirm how an individual’s unique understanding is built on their 
cultural and religious viewpoints and personal experiences, as is argued by the 
hermeneutics philosophy. One of the main interests of current philosophy in hermeneutics 
is that a person always understands their life experiences as broader reflections of cultural 
perspectives (Thompson, et al., 1994). Different people have distinctive interpretations of 
the world based on their experiences, characters and preferences (Li, 2011). 
In addition to the visual concepts perceived individually by participants, cultural 
implications on participants’ interpretations were also discussed. For this, the approach 
adopted in this research study was twofold: (i) the application of semiotic theory to decode 
the meanings of visual elements that could be used for milk packaging labels to achieve 
rational levels of communication, and (ii) the application of hermeneutic theory to validate 
the interpretations from visual elements that could be used for milk packaging labels to 
achieve sensory/cultural levels of communication. The study of these two levels of 
communication resulted in a clear understanding of the most influential visual elements for 
plain milk packaging labels (full-cream and 2% fat).  
6.1.1 Influential Visual Elements of Milk Packaging Labels  
This study found that the design of the packaging label of milk products is an 
important decision stimulus at the point of sale. This is in line with the results in the 
literature, e.g. (Ampuero & Vila, 2006; Chaneta, 2012; Gelici-Zeko, et al., 2013; Hawkes, 
2010), that confirm packaging represents a product to consumers through lived experience 
after purchasing the product and have it in their possession for a while.  
The results of the survey and the thematic analysis of the interviews revealed that of 
the visual elements in milk labels, colour is one of the most influential packaging attributes 
in attracting consumers, as are realistic (high modality) images. These trends are consistent 
with the results shown in the literature for colours (Grossman & Wisenblit, 1999; Hawkes, 
2010; Pantin-Sohier, et al., 2005) and for realistic images (Alesandrini & Sheikh, 1983; 
Underwood, et al., 2001).  
It is interesting to note that brand was not a key player in the decision-making process 
for milk in this study; only one participant considered brand in their design. This suggests 
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 that brand may not be significant in the decision-making process for milk. This could be 
because (i) there are no strong differences in ingredients of milks in the same category (full-
cream or 2% fat) (Clemons, 2014), and (ii) milk belongs to the low-involvement product 
category within which brand does not significantly influence the decision-making process 
(Punyatoya, 2011). This suggests limited mediated experience is perceived by consumers 
from product packaging as a marketing tool for communicating product values in regard to 
milk product packaging.  
6.1.2 Messages Conveyed by Visual Elements of Milk Packaging Labels 
Concerning food products, healthiness, naturalness and freshness are messages often 
highlighted through packaging labels (Carrillo, et al., 2011; Devcich, et al., 2007; Lunardo & 
Saintives, 2013). These messages are studied throughout this research in an effort to 
understand how consumers perceive them. This study, through analysing the interviews, 
revealed that “naturalness” is conveyed through picture, colour and typography, which can 
also trigger the persuasion of a “freshness” state, and even a “healthiness” state, in the minds 
of consumers.  
Furthermore, it was found that for milk “naturalness” and/or “freshness” is perceived 
through the representation of: (i) the natural environment, where milk is produced, or (ii) 
the milk in its natural state – pouring, without any packaging restricting it. It is interesting to 
observe the packaging trying to emulate the natural state of the product for this reference, 
and in this instance product visibility is another resource that was frequently mentioned by 
some of the participants.  
In the case of milk, the most important concept for participants seems to have been 
“naturalness”, as this was the concept most frequently represented on their designs, and 
with more prominent characteristics. This might derive from a collective social 
understanding of the vital relationship between milk and naturalness.  
The study found that the participants understood the milks that are naturally 
processed as being fresh. Through their culture, they have learnt that there is a causal 
relationship between “freshness” and “healthiness”. Hence these three concepts, in relation 
to milk, are constructed in the minds of consumers, with some degrees of overlap. 
The following sections utilize the results of the Level-2 analysis discussed in Chapter 
5, Section  5.3.2, to establish insights for understanding the key messages of milk packaging 
labels. The Level-2 analysis compared the results for consumer-created labels with those of 
the existing packaging labels in a rich semiotics and hermeneutics context. 
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 Naturalness 
The studies in the literature mostly consider the conveyance of the  “naturalness” 
message through linguistic communication rather than through visual communication 
(Beverland, et al., 2008). It is understood from the literature that linguistic messages of this 
type may have some negative implications (Beverland, et al., 2008). This research, however, 
found that visual elements can positively convey the concept of “naturalness” for milk 
products.  
The results of the analysis in Chapter 5 revealed that the designs from the participant 
workshop included a number of visual elements similar to those of the Dairy Farmers labels 
to convey “naturalness”. For example, similar images – cow, sun, farm and farmer – as well 
as similar colours – green, yellow and blue – were used on the consumer-created labels. 
Participants may have had a number of motivations for designing labels showing similar 
elements as the existing milk labels:  
i. Participants have seen existing labels in supermarkets and have the labels 
pictured in their minds.   
ii. They design such labels because those visual elements are the most basic 
relationship that they are able to make with the concept of “naturalness” 
(which they explained as their intentions).  
iii. For non-designers (not-so-visually-literate individuals) it is easier to create a 
direct, non-abstract representation of concepts that they have learnt over 
time.  
These results and considerations suggest that participants might have similar 
cognitive models for the notion of “naturalness”. These commonalities can be understood 
via the process of social construction, where a majority of individuals agree upon certain 
visual elements to represent certain agreed concepts, building up meaning that is 
constructed in societies over time to become social facts. Hermeneutic theory reinforces 
this notion, as participants have the same interpretations for some concepts and the same 
cognitive models for some visual elements due to a similar cultural and physical world in 
which they live, and thus similar circles of understanding.  
Freshness 
The results of the analysis discussed in Chapter 5 show an inconsistency in the 
perception and representation of the concept of “freshness”. During the exploratory design 
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 sessions, participants seemed to have a perception of “freshness” in their minds for 
designing milk labels (as per their responses to the survey), but did not represent it on their 
milk label designs as clearly as they did for “naturalness”. This could suggest a concern 
about the “freshness” of milk products in Australian society. Perhaps the frequency with 
which terms related to “freshness” appeared in the interviews reinforces this. They shared a 
desire for “freshness”, but could not represent the concept. This could be due to the 
following reasons:  
i. The concept of “naturalness” is more dominant in the minds of consumers 
than “freshness” in association with milk products. 
ii. The concept of “naturalness” in this context is overlapped with the concept of 
“freshness” in the minds of consumers. Hence products processed naturally 
are seen as fresh as well. 
iii. For non-designers, the visual elements that represent “freshness” are not as 
easy to convey as those of “naturalness”.  
These results about “freshness” are aligned with the literature, where it has been said 
that consumers mostly judge the freshness state of a product based on the visual 
appearance of the product (Péneau, et al., 2009). Consumers assume a product is fresh if a 
high modality picture of the product is shown on packaging or the actual product is visible 
through a part of the packaging. 
Healthiness 
The results of the analysis in Chapter 5 suggest that for consumers the representation 
of the concept of “healthiness” on milk packaging labels is not as important as the 
perception of “naturalness” and “freshness”. It may be that a visual representation of 
“healthiness” is not as prevailing as the other two among the participants. The participants 
did not associate the abstract images of Pura products to the concept of “healthiness”. 
Rather the message of healthiness seems to have been understood through the linguistic 
message. A number of reasons can be considered for this: 
i. The representation of “healthiness” is not as important as the other two 
concepts for milk products because the nature of the product is seen as being 
healthy by consumers. 
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 ii. For non-designers, visual elements associated with the concept of 
“healthiness” do not come as easily as linguistic information, thus they cannot 
relate abstraction to the concept. 
iii. The participants were not familiar with Pura labels, which were found, through 
the semiotic analysis, to have abstract images associated with “healthiness”. 
This could be because Pura products are not sold in Queensland, and this 
unfamiliarity affected their cultural understanding and perception of the 
abstract images used to represent healthiness. 
No clear agreement is seen in the literature regarding the relationship of visual 
elements and the “healthiness” messages they may convey (Gelici-Zeko, et al., 2013; Van 
der Laan, et al., 2012). This study understood “healthiness” messages as mostly perceived by 
consumers through linguistic information. That is, they are semantically communicated 
rather than through visual elements of colour and image. 
6.2 HOW CAN VISUAL ELEMENTS OF PACKAGING LABELS INFLUENCE 
CONSUMERS’ DECISION-MAKING 
Milk packaging plays an important role in the Australian market. Various messages are 
conveyed using visual elements, such as images and colours, as well as semantic 
information. These messages are understood differently by individuals and are based on 
their acquired experiences within different cultures. This is evident in the dissimilar designs 
used for different product lines by the same manufacturer, as demonstrated by Dairy 
Farmers and Pura products. Dairy Farmers and Pura products have completely different 
approaches to their labels despite being sold by the same supplier in Queensland and 
Victoria respectively. 
The fact that Dairy Farmers products and Pura products that are sold by the same 
supplier are marketed using different visual designs shows a possible design awareness 
based on demographic information or, more specifically, cultural differences across 
regions. This accords with hermeneutic theory; such aspects of social construction of 
meaning are discussed in Chapter 3. Designer considerations possibly include the study of 
targeted consumer cultures, perceptions and preferences socially acquired over time; 
understanding the social realities that have been agreed upon by a majority of individuals 
and which have become social facts constructed in societies applicable to the product. 
This helps in designing packaging labels that are better matched with consumer 
preferences and cultural background. 
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 The case studies that are marketed under the same brand target the same audience 
group, such as people in Queensland, although they are different product lines, i.e., full-
cream vs 2% fat. The fact that Pura is not marketed in Queensland motivated this study for 
comparing the label designs of milk products by different brands, as discussed in Chapter 1, 
Section  1.7.1., as it brought another dimension to the study in terms of cultural familiarity. It 
has raised the feasible idea that designers may consider meanings and concepts in the 
context of particular cultures; for instance, the modality specifications of visual elements 
differ across each state. This means that different messages can be conveyed by packaging 
labels depending on the cultural parameters of the market.  
6.3 FINAL REMARKS  
In summary, this study concludes that  
i. General, simple and informal typography is more influential for products that 
are used every day,  
ii. High modality pictures with lowest possible abstraction and colours to 
represent nature can be considered the most influential visual elements in 
conveying “naturalness”,  
iii. High modality pictures of the actual product, and colours, are the most 
influential visual elements conveying “freshness”, and  
iv. Messages representing linguistic and semantic information are the most 
influential visual elements in conveying “healthiness”.   
It should however be noted that these results are highly associated with the 
cultural/social background of the participants in this study. This may even suggest 
opportunities for other milk design that works with the same demographic. 
From the findings of this work can benefit both packaging designers and consumers. 
They offer designers insights into some effective and ineffective combinations of visual 
elements to represent product value and identity, and to eventually generate sales. 
Consumers might learn from this work that they need to achieve visual literacy to identify 
various visual communications and their implied messages in an ever growing visual 
environment.  
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 6.4 OPPORTUNITIES FOR FUTURE WORK  
The results of this study are consistent with the literature and can be used by 
designers of milk labels to produce more attractive and understandable designs consistent 
with consumer expectations. However, further research is needed to study the influence of 
other features of packaging, such as tactile, physical aspects, as well as shape, size and 
material, on the perceptions and emotions of consumers in respect of milk products at the 
point of sale. 
The methods and approaches used for studying milk packaging labels in this research 
can be applied to study the packaging labels of other products; that is to say, through a rich 
semiotic and hermeneutic analysis approach. For instance, this study could be expanded to 
other dairy products such as UHT milk or products associated with milk, such as cereals, 
which offers knowledge about different tastes and a variety of packaging.  
Similar studies could be conducted to understand the perceptions and intentions of 
the package designers and to compare those findings with the perceptions of consumers. 
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 Appendix A: 
The Procedures and Timeline for the Exploratory Design Sessions 
This appendix describes the procedure and timeline for the expletory design sessions 
that have been run during November and December 2014. The expletory design sessions 
were part of the data collection effort that included the following three tasks: packaging 
design, unstructured interview and survey. The following details the entire workshop’s steps 
from the arrival of participants up to the end of their participation. 
 
Welcome and greetings  
0-1: The participants were welcomed to the workshop. i.e., “Hello, my name is Nazanin and 
Thank you for accepting to participate in this research study.” 
0-2: The participants were informed about the study and their signed written consent 
received, i.e., “Would you please read these consent forms and if agree, sign them?” 
0-3: Each participant was given a reference number to be used for all of their inputs, i.e., 
“Here is a unique number for you; the number will help me to relate your different inputs 
together. Be sure that your identity cannot be revealed using this number.” 
0-4: The participants were provided with the contact details of the research team for their 
reference, i.e., “You can find our contact details on the consent forms should you require 
contacting us.” 
0-5: The participants were asked to start the packaging creation task, i.e., “If you are ready 





 Task 1 (Participants engage with the packaging creation workshop) 
1-1: The participants were introduced to the task, i.e., “Would you please make a label for 
the milk you would ideally buy? I mean, what does your preferred milk packaging look like? 
I am going to leave you on your own to spend 20 minutes for this task. Here are some 
materials that you can use for your design. This is a canvas sheet for your milk label, the 
size of the working area is determined based on the actual size of milk labels.” 
1-2: Audio and video recorders were switched on, participants were informed, i.e., “Now I 
am going to turn the camera on; your face will not be recorded. Only the process of your 
design is recorded and I will let you know once your time is complete after 20 minutes.” 
1-3: The participants’ unique reference numbers were attached to their designs (visible in 
the video recorded for the researcher’s future reference). 
1-4: The participants were left on their own to accomplish the task.  
1-5: After 20 minutes the researcher returned to remind the participant that their time is 
complete.   
1-6: Once the design task was finished, the video recorder was switched off. 





 Task 2 (Unstructured interview) 
2-1: The participants were taken to the interview table with their designs from Task 1. 
2-2: The participants were introduced to the task, i.e., “Now I am going to conduct an 
informal interview, for up to 30 minutes. I am going to ask a number of questions about 
your design and the reasons behind it. This is like a flexible conversation.” The questions 
included: Why did you choose this colour/typography/picture? What does this remind you? 
How does this relate to that? 
2-3: A timer was set for 30 mins after which the interview was started about their designs 
and the reasons behind them (A reminder was set for 25 mins to allow 5 mins for wrap-up), 
i.e., “I am going to set the timer for 30 minutes for our conversation”. 
2-4: The voice recorder was switched on and the participants were informed, i.e., “I am 
going to switch on the voice recorder as well.” 
2-5: The participants’ unique reference numbers were read out to be recorded for the 
researcher’s future reference, i.e., “This interview is conducted on [date] at [time], the 
interviewee reference number is [number].” 
2-6: The participants’ unique reference numbers were attached to their interview sheets 
(was used by the researcher for note). 
2-7: Once the 30 mins over, the voice recorder was switched off and the participants were 





 Task 3 (Survey) 
3-1: The participants were taken to the survey table. 
3-2: The participants were introduced to the task, i.e., “Here is the survey form concerning 
existing milk packaging labels, would you please fill out this form and give your opinions 
about existing milk packaging designed in Australia. You may spend up to 25 minutes for 
this task. The survey will include the labels of the case studies and a number of questions 
repeated for each case study.” 
3-3: The labels of the case studies were provided to participants to simulate the point of 
sale situation, i.e. “Here are the labels of the case studies for your reference.” 
3-4: The participants were given the survey form. 
3-5: The participants’ unique reference numbers were attached to their survey forms for the 





 Closure  
4-1: Participants were asked if they had any questions about the research, i.e., “Please let us 
know if you have any questions/concerns about this study and your participation.” 
4-2: Participants were thanked for their time and were provided with a coffee voucher, i.e., 
“I do appreciate your participation in the study and the time you spent. Here is a coffee 
voucher as a thank you. Have a nice day!” 
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 Appendix B: 
Approved Ethics Application 
This section addresses the ethical concerns with the involvement of participants in 
the expletory design sessions. This study was approved by the QUT Human Research Ethics 
Committee (approval number 1400000638). This section includes the contents of the 
email and flayer used to employ participants for the expletory design sessions. 
 
B-1 Approach email 
To: Group email addresses for QUT hdr students and academic staff 




My name is Nazanin Safi Abadi from School of Design at Queensland University of 
Technology (QUT).  
I’m studying a Master of Design by research.  My project is about packaging design, 
specifically the packaging of milk in Australia and consumer decision-making in choosing 
these products at the point of sale. I will be analysing the visual communication design 
elements in packaging to understand the messages they are designed to convey as well as 
how these messages have been constructed in the society.  
If you’d like to help me in this study I’m looking for males and females from any age group 
without design and art education to complete a design workshop for around 75 minutes. In 
this study I am going to hold a design workshop including three tasks, all of which will be 
audio and video recorded although participants’ faces will not be recorded. You will be 
alone for the first task and accompanied by the researcher for the remaining two tasks. In 
the first task, if you decide to participate, you will be asked to design your preferred milk 
packaging label. You will be provided with packaging design palettes and collage/drawing 
material to create your designs. You will have 20 minutes to complete the task. In the 
second task, you will be also interviewed regarding the reasons behind your choices of the 
designed packages (around 30 minutes).  Finally in the third task, there will be a survey for 
you to fill out to get your opinions about existing packaging designed in Australia (around 
25 minutes). The session will take place at QUT Garden’s Point campus in Brisbane city. 
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 Please find attached the full Participant Information and Consent Forms for further details 
on the study and how to participate.  
If you are interested in participating please contact me via email. Please also feel free to 
contact me if you have any questions. 
Please note that this study has been approved by the QUT Human Research Ethics 
Committee (approval number 1400000638). 
Many thanks for your consideration of this request. Please also consider forwarding this 
announcement to those of your contacts who may have an interest in this study. 
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Information for Prospective 
Participants 
The following research activity has been reviewed via QUT arrangements for the conduct of research involving 
human participation. 
If you choose to participate, you will be provided with more detailed participant information, including who you 
can contact if you have any concerns. 
Visual Communication Elements in Fresh Milk Labels:  
Investigating Purchase Decision-Making Processes in Australia 
Research team contacts 
Principal 
Researcher: Nazanin Safi Abadi, HDR Student 
Associate 
Researcher: Dr Manuela Taboada and Dr Jennifer Seevinck 
 
Creative Industries Faculty, Queensland University of Technology 
(QUT) 
What is the purpose of the research? 
The purpose of this research is to investigate the relationship between visual communication 
elements in a package label, their related marketing strategies, and the real nature of the 
product. This research looks specifically into milk packaging in Australia because milk is one 
of the most popular breakfast items in Australia.  
Are you looking for people like me? 
The research team is looking for adult participants (over 18) both male and female, who are 
not educated or undergoing study in design or art. 
What will you ask me to do? 
The research session constitutes three tasks, all of which will be audio and video recorded 
although your face will not be recorded. You will be alone for the first task and accompanied 
by the researcher for the remaining two tasks.  
In the first task, you will be asked to create some packaging using collage and packaging 
materials provided to you. You will be asked to spend up to 20 minutes doing this and we will 
prompt you at the end of this time.  
Secondly, I will conduct an informal interview with you to ask you a number of questions 
about your packaging design choices (up to 30 minutes).   
Finally I will conduct a survey to get your opinions about existing packaging designed in 
Australia. This is expected to take up to 25 minutes.  
The total expected duration of participant involvement is expected to be up to 75 minutes. 
Are there any risks for me in taking part? 
The research team has identified there is a low risk to you in participating in this study. 
These are the risks of discomfort if you become embarrassed from being creative, 
interviewed or recorded, and inconvenience given the time required to participate in the 
design workshop and research. 
Please also note that if you do agree to participate, you can withdraw from participation at 
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 any stage during the workshop without comment or penalty. 
Are there any benefits for me in taking part? 
It is expected that this project will not benefit you directly.  However, this research helps to 
better understanding of how packaging for food essentials communicates important aspects 
of health and freshness, or can be understood to communicate these aspects in a misleading 
manner. These insights will benefit both consumers and packaging designers. It will benefit 
consumers (1) because packaging can communicate more clearly to them and (2) reveal any 
shortfalls between the perceived meaning and actual content of packages for consumer 
understanding of any misleading designs. It will benefit packaging designers by improving 
their understanding of how consumers interpret packaging and as a result, help them to 
communicate with consumers visually. 
Will I be compensated for my time? 
We would very much appreciate your participation in this research. To recognise your 
contribution, should you choose to participate the research team is offering participants 
coffee vouchers. 
I am interested – what should I do next? 
If you would like to participate in this study, please contact the research team for details of 
the next step: 
 Nazanin Safi Abadi nazanin.safiabadi@student.qut.edu.au  
You will be provided with further information to ensure that your decision and consent to 
participate is fully informed. 
Thank You! QUT Ethics Approval Number: 1400000638 
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 B-3 Consent forms 
 
This section represents the consent forms for the three tasks of the expletory design 
sessions: packaging design, interview and survey. The participants were asked to sign the 
consent forms.  
 
PARTICIPANT INFORMATION FOR QUT RESEARCH 
PROJECT 
– Packaging Design Exercise – 
 
Visual Communication Elements in Fresh Milk Labels:  
Investigating Purchase Decision-Making Processes in Australia 
 
 
QUT Ethics Approval Number 1400000638 
 
RESEARCH TEAM  
Principal 
Researcher: 
Nazanin Safi Abadi, HDR Student, QUT 
Associate 
Researchers: 
Dr Manuela Taboada   and   Dr Jennifer Seevinck 
 




This project is being undertaken as part of Masters Study for Nazanin Safi Abadi.  
 
The purpose of this research is to investigate the relationship between visual communication 
elements in a package label, their related marketing strategies, and the real nature of the product. It 
specifically looks into milk packaging in Australia because milk is one of the most popular 
breakfast items in Australia. 
 
You are invited to participate in this project because you are eligible, ie an adult over 18 and not 
educated or undergoing study in design or art are sought. 
 
PARTICIPATION 
You will be asked to design your preferred milk packaging using provided packaging design and 
collage materials. You may spend up to 20 minutes on this design effort and will be reminded at the 
end when your time is complete. Your participation will be audio and video recorded (your face will 
not be recorded) during the workshop located at QUT campus.  
 
Your participation in this project is entirely voluntary. If you do agree to participate you can withdraw 
from the session at any time without comment or penalty. If you withdraw, on request any 
identifiable information already obtained from you will be destroyed. Your decision to participate or 
not participate will in no way impact upon your current or future relationship with QUT or with any 
associated external organisation. 
 
EXPECTED BENEFITS 
It is expected that this project will not benefit you directly. However, this research helps to better 
understanding of how packaging for food essentials communicates important aspects of health and 
freshness, or can be understood to communicate these aspects in a misleading manner. These 
insights will benefit both consumers and packaging designers. It will benefit consumers (1) because 
packaging can communicate more clearly to them and (2) reveal any shortfalls between the 
perceived meaning and actual content of packages for consumer understanding of any misleading 
designs. It will benefit packaging designers by improving their understanding of how consumers 
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 interpret packaging and as a result, help them to communicate with consumers visually. 
 





There are minimal risks associated with your participation in this project. These include the 
foreseeable risk of discomfort caused by embarrassment from being creative, interviewed or 
recorded, and the foreseeable risk of inconvenience for you as you need to spend some time to 
participate in the design workshop and research. 
 
• Discomfort: To minimize the potential risks associated with discomforts, the cameras will be 
positioned behind you and adjusted to focus on the designs only and will not capture your 
face. Furthermore, your seat will be positioned back to the public to give you a semi-private 
location. You will also be completing the design effort on your own without anyone watching 
and finally, your anonymity in any future publications will be maintained. 
 
• Inconvenience: you may leave the workshop at any stage during the workshop occurring. 
The survey is designed to be as brief as possible, to be more convenient for you and save your 
time.     
 
PRIVACY AND CONFIDENTIALITY 
All comments and responses will be treated confidentially unless required by law. The names of 
individual persons are not required in any of the responses.  
 
The design workshop and interview sessions will be audio and video recorded although your face 
will not be recorded. You will not have the opportunity to verify your comments and responses prior 
to final inclusion. The audio/video recording will be destroyed after the contents have been 
transcribed, and within 3 years of the end of the project. The recording may be used for another 
purpose e.g. as an instructional aide but your anonymity will be retained, and access will be 
restricted to the research team. It is not possible to participate in the project without being 
audio/video recorded. 
 
Please note that non-identifiable data collected in this project may be used as comparative data in 
future projects or stored on an open access database for secondary analysis. 
 
CONSENT TO PARTICIPATE 
We would like to ask you to sign a written consent form (enclosed) to confirm your agreement to 
participate. 
 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team 
members below. 
 
Nazanin Safi Abadi nazanin.safiabadi@student.qut.edu.au  
Dr Manuela Taboada   manuela.taboada@qut.edu.au 07 3138 5489 
Dr Jennifer Seevinck jennifer.seevinck@qut.edu.au 07 3138 5589 
 
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects.  However, if 
you do have any concerns or complaints about the ethical conduct of the project you may contact 
the QUT Research Ethics Unit on 07 3138 5123 or email ethicscontact@qut.edu.au. The QUT 
Research Ethics Unit is not connected with the research project and can facilitate a resolution to 
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 your concern in an impartial manner. 
 





PARTICIPANT INFORMATION FOR QUT RESEARCH 
PROJECT 
– Interview – 
 
Visual Communication Elements in Fresh Milk Labels:  
Investigating Purchase Decision-Making Processes in Australia 
 
 
QUT Ethics Approval Number 1400000638 
 
RESEARCH TEAM  
Principal 
Researcher: 
Nazanin Safi Abadi, HDR Student, QUT 
Associate 
Researchers: 
Dr Manuela Taboada   and   Dr Jennifer Seevinck 
 




This project is being undertaken as part of Masters Study for Nazanin Safi Abadi.  
 
The purpose of this research is to investigate the relationship between visual communication 
elements in a package label, their related marketing strategies, and the real nature of the product. It 
specifically looks into milk packaging in Australia because milk is one of the most popular 
breakfast items in Australia. 
 
You are invited to participate in this project because you are eligible, ie an adult over 18, and not 
educated or undergoing study in design or art are sought. 
 
PARTICIPATION 
Your participation will involve an audio and video recorded interview (your face will not be recorded) 
that will take approximately 30 minutes of your time. Some questions will be framed with props. The 
interview will be held at QUT campus.  
 
Your participation in this project is entirely voluntary. If you do agree to participate you can withdraw 
from the session at any time without comment or penalty. If you withdraw, on request any 
identifiable information already obtained from you will be destroyed. Your decision to participate or 
not participate will in no way impact upon your current or future relationship with QUT or with 
associated external organisation. 
 
EXPECTED BENEFITS 
It is expected that this project will not benefit you directly. However, this research helps to better 
understanding of how packaging for food essentials communicates important aspects of health and 
freshness, or can be understood to communicate these aspects in a misleading manner. These 
insights will benefit both consumers and packaging designers. It will benefit consumers (1) because 
packaging can communicate more clearly to them and (2) reveal any shortfalls between the 
perceived meaning and actual content of packages for consumer understanding of any misleading 
designs. It will benefit packaging designers by improving their understanding of how consumers 
interpret packaging and as a result, help them to communicate with consumers visually. 
 




There are minimal risks associated with your participation in this project. These include the 
foreseeable risk of discomfort caused by embarrassment from being creative, interviewed or 
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 recorded, and the foreseeable risk of inconvenience for you as you need to spend some time to 
participate in the design workshop and research. 
 
• Discomfort: To minimize the potential risks associated with discomforts, the cameras will be 
positioned behind you and adjusted to focus on the designs only and will not capture your 
face. Furthermore, your seat will be positioned back to the public to give you a semi-private 
location. You will also be completing the design effort on your own without anyone watching 
and finally, your anonymity in any future publications will be maintained. 
• Inconvenience: you may leave the workshop at any stage during the workshop occurring. 
The survey is designed to be as brief as possible, to be more convenient for you and save your 
time.     
 
PRIVACY AND CONFIDENTIALITY 
All comments and responses will be treated confidentially unless required by law. The names of 
individual persons are not required in any of the responses.  
 
The design workshop and interview sessions will be audio and video recorded although your face 
will not be recorded. You will not have the opportunity to verify your comments and responses prior 
to final inclusion. The audio/video recording will be destroyed after the contents have been 
transcribed, and within 3 years of the end of the project. The recording may be used for another 
purpose e.g. as an instructional aide but your anonymity will be retained, and access will be 
restricted to the research team. It is not possible to participate in the project without being 
audio/video recorded. 
 
Please note that non-identifiable data collected in this project may be used as comparative data in 
future projects or stored on an open access database for secondary analysis. 
 
CONSENT TO PARTICIPATE 
We would like to ask you to sign a written consent form (enclosed) to confirm your agreement to 
participate. 
 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team 
members below. 
 
Nazanin Safi Abadi nazanin.safiabadi@student.qut.edu.au  
Dr Manuela Taboada   manuela.taboada@qut.edu.au 07 3138 5489 
Dr Jennifer Seevinck jennifer.seevinck@qut.edu.au 07 3138 5589 
 
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects.  However, if 
you do have any concerns or complaints about the ethical conduct of the project you may contact 
the QUT Research Ethics Unit on 07 3138 5123 or email ethicscontact@qut.edu.au. The QUT 
Research Ethics Unit is not connected with the research project and can facilitate a resolution to 
your concern in an impartial manner. 
 




CONSENT FORM FOR QUT RESEARCH PROJECT 
– Interview – 
 
Visual Communication Elements in Fresh Milk Labels:  
Investigating Purchase Decision-Making Processes in Australia 
 
 
QUT Ethics Approval Number 1400000638 
 
 
RESEARCH TEAM CONTACTS 
Nazanin Safi Abadi nazanin.safiabadi@student.qut.edu.au  
Dr Manuela Taboada   manuela.taboada@qut.edu.au 07 3138 5489 
Dr Jennifer Seevinck jennifer.seevinck@qut.edu.au 07 3138 5589 
 
 
STATEMENT OF CONSENT 
By signing below, you are indicating that you: 
• Have read and understood the information document regarding this project. 
• Have had any questions answered to your satisfaction. 
• Understand that if you have any additional questions you can contact the research team. 
• Understand that you are free to withdraw at any time, without comment or penalty. 
• Understand that you can contact the Research Ethics Unit on 07 3138 5123 or email 
ethicscontact@qut.edu.au if you have concerns about the ethical conduct of the project. 
• Understand that the project will include an audio and video recording. 
• Understand that non-identifiable data collected in this project may be used as comparative 
data in future projects. 






FEEDBACK TO PARTICIPANTS 
If you are interested in the outcomes of the study, you can be contacted with published results from 
the study.  
Would you be willing to be contacted by the research team for feedback and/or the research 
results?  
 




 Name __________________________________________ 
 
 
 Email address  __________________________________________ 
 
 No, I do not wish to be contacted about any feedback and/or the research results. 
 






PARTICIPANT INFORMATION FOR QUT RESEARCH 
PROJECT 
– Survey – 
 
Visual Communication Elements in Fresh Milk Labels:  
Investigating Purchase Decision-Making Processes in Australia 
 
 
QUT Ethics Approval Number 1400000638 
 
RESEARCH TEAM  
Principal 
Researcher: 
Nazanin Safi Abadi, HDR Student, QUT 
Associate 
Researchers: 
Dr Manuela Taboada   and   Dr Jennifer Seevinck 
 




This project is being undertaken as part of Master of Design degree study for Nazanin Safi Abadi.  
 
The purpose of this research is to investigate the relationship between visual communication 
elements in a package label, their related marketing strategies, and the real nature of the product. It 
specifically looks into milk packaging in Australia because milk is one of the most popular 
breakfast items in Australia. 
 
You are invited to participate in this project because you are eligible, ie an adult over 18, and not 
educated or undergoing study in design or art are sought. 
 
PARTICIPATION 
Participation will involve completing an anonymous survey with a number of questions that will take 
approximately 25 minutes of your time. Questions concern milk, for example: 
 
• You will be asked to choose your preferred milk packaging labels from a number of given 
labels and provide the reasons behind your choices. 
• You will be asked to explain your feeling about the visual elements represented on your 
preferred packaging. 
 
Your participation in this project is entirely voluntary. If you agree to participate you do not have to 
complete any question(s) you are uncomfortable answering. Your decision to participate or not 
participate will in no way impact upon your current or future relationship with QUT or with any 
associated external organisation. If you do agree to participate you can withdraw from the project 
before submission without comment or penalty. However as the survey is anonymous, once it has 
been submitted it will not be possible to withdraw. 
 
EXPECTED BENEFITS 
It is expected that this project will not benefit you directly. However, this research helps to better 
understanding of how packaging for food essentials communicates important aspects of health and 
freshness, or can be understood to communicate these aspects in a misleading manner. These 
insights will benefit both consumers and packaging designers. It will benefit consumers (1) because 
packaging can communicate more clearly to them and (2) reveal any shortfalls between the 
perceived meaning and actual content of packages for consumer understanding of any misleading 
designs. It will benefit packaging designers by improving their understanding of how consumers 
interpret packaging and as a result, help them to communicate with consumers visually. 
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There are minimal risks associated with your participation in this project. These include the 
foreseeable risk of discomfort caused by embarrassment from being creative, interviewed or 
recorded, and the foreseeable risk of inconvenience for you as you need to spend some time to 
participate in the design workshop and research. 
 
• Discomfort: To minimize the potential risks associated with discomforts, the cameras will be 
positioned behind you and adjusted to focus on the designs only and will not capture your 
face. Furthermore, your seat will be positioned back to the public to give you a semi-private 
location. You will also be completing the design effort on your own without anyone watching 
and finally, your anonymity in any future publications will be maintained. 
 
• Inconvenience: you may leave the workshop at any stage during the workshop occurring. 
The survey is designed to be as brief as possible, to be more convenient for you and save your 
time.     
 
PRIVACY AND CONFIDENTIALITY 
All comments and responses are anonymous and will be treated confidentially unless required by 
law.  The names of individual persons are not required in any of the responses. 
 
Any data collected as part of this project will be stored securely as per QUT’s Management of research 
data policy. 
Please note that non-identifiable data collected in this project may be used as comparative data in 
future projects or stored on an open access database for secondary analysis. 
 
CONSENT TO PARTICIPATE 
The return of the completed survey is accepted as an indication of your consent to participate in this 
project. 
 
FEEDBACK TO PARTICIPANTS 
If you are interested in the outcomes of the study, you can be contacted with published results from 
the study.  
Would you be willing to be contacted by the research team for feedback and/or the research 
results?  
 
 Yes, you may contact me to report feedback and/or the research results. 
 
 
 Name __________________________________________ 
 
 
 Email address  __________________________________________ 
 
 No, I do not wish to be contacted about any feedback and/or the research results. 
 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team 
members below. 
 
Nazanin Safi Abadi nazanin.safiabadi@student.qut.edu.au  
Appendices 167 
 Dr Manuela Taboada   manuela.taboada@qut.edu.au 07 3138 5489 
Dr Jennifer Seevinck jennifer.seevinck@qut.edu.au 07 3138 5589 
 
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects.  However, if 
you do have any concerns or complaints about the ethical conduct of the project you may contact 
the QUT Research Ethics Unit on 07 3138 5123 or email ethicscontact@qut.edu.au. The QUT 
Research Ethics Unit is not connected with the research project and can facilitate a resolution to 
your concern in an impartial manner. 
 







 Appendix C: 
Analysis Tables  
This appendix demonstrates the analysis tables for the existing milk labels (case 
studies). The tables were used as a transitional tool for semiotic analysis. These simplified 
the data management and analysis tasks. The tables includes the visual elements of the 
products analysed based on a number visual codes.  
This study considers the following visual elements of the selected packaging labels for 
analysis: brand logo, product name, nutrition message, image, and nutrition chart. Some 
products may have two instances of ‘nutrition message’ and/or two instances of ‘image’. 
The visual elements of each product’s packaging label are analysed based on 6 visual 
codes: ‘Position’, ‘Size’, ‘Colour’, ‘Modality’, ‘Typography’ and ‘Layer’. These codes are 
informed by semiotic theory and there is no specific order for the codes.  
 
C-1 Pauls Full Cream Milk 
Code 1 Code 2
Pauls Full Cream Position 3x3 Size
Top-Left Top Top-Right Left Centre Right Bottom-Left Bottom Bottom-Right 0-9
Element A: Brand logo (Pauls) 1 1 1.25
Element B: Product name (milk) 1 1 0.75
Element C:  Nutrition message 1 (NATURALLY PERMEATE FREE) 1 0.5
Element D:  Nutrition message 2 (full cream goodness) 1 1 0.75
Element E: Image 1 (landscape-sea/land/sun/sky) 1 1 1 1 3
Element F: Image 2 (pouring milk) 1 1 1 1 2.75
Element G: Nutrition chart 0
Element H: Lid
Sum 1 1 2 2 2 2 1 2 2 9  
Code 3 Code 4 Code 5 Code 6
colour Modality Typography ( Letter Case) Typography (Typoface) Layer
1 Black     2 white 3 yellow  4 Green 5 Blue 6 Red 7 Other 1 High  2 Medium 3 Low 1 Upper case 2 Lower case 3 Capitalize 1 Script 2 Serif 3 Sans serif 1 Forground 2 Middleground 3 Background
1 1 1 1 1 1
1 1 1 1
1 1 1 1 1
1 1 1 1
1 1 1 1 1
1 1 1
1










C-2 Dairy Farmers Full Cream Milk 
Code 1 Code 2
Dariry Farmers Full Cream Position 3x3 Size
Top-Left Top Top-Right Left Centre Right Bottom-Left Bottom Bottom-Right 0-9
Element A: Brand logo (Dairy Farmers) 1 1 1
Element B: Product name (Original Milk) 1 1 1 1.25
Element C:  Nutrition message 1 (NATURALLY contains A2 Protein) 1 1 1 1.75
Element D:  Nutrition message 2 (Permeate free) 1 1 0.25
Element E: Image 1 (farmer and farm) 1 1 1 1 1 1 1 4.5
Element F: Image 2 (nill) 0
Element G: Nutrition chart 1 0.25
Element H: Lid
Sum 2 2 2 2 2 2 2 2 2 9  
Code 3 Code 4 Code 5 Code 6
colour Modality Typography ( Letter Case) Typography (Typoface) Layer
1 Black     2 white 3 yellow  4 Green 5 Blue 6 Red 7 Other 1 High  2 Medium 3 Low 1 Upper case 2 Lower case 3 Capitalize 1 Script 2 Serif 3 Sans serif 1 Forground 2 Middleground 3 Background
1 1 1 1 1 1 1
1 1 1 1
1 1 1 1 1 1 1 1
1 1 1 1
1 1 1 1 1 1 1
1 1 1 1 1
1
3 4 2 2 5 0 1 0 1 0 4 0 2 2 0 4 3 1 2  
 
C-3 Pura Full Cream Milk 
Code 1 Code 2
Pura full Cream Position 3x3 Size
Top-Left Top Top-Right Left Centre Right Bottom-Left Bottom Bottom-Right 0-9
Element A: Brand logo (PURA) 1 1 1 1 1
Element B: Product name (original milk) 1 1 1 1.25
Element C: Nutrition message 1 (NATURALLY contains A2 Protein) 1 1 1 1.75
Element D: Nutrition message 2 (permeate free) 1 0.25
Element E: Image 1 (blue circle) 1 1 1 1 1 1 3.5
Element F: Image 2 (nill) 0
Element G: Nutrition chart 1 0.25
Element H: Lid
Sum 2 2 1 3 3 2 2 2 1 8  
Code 3 Code 4 Code 5 Code 6
colour Modality Typography ( Letter Case) Typography (Typoface) Layer
1 Black     2 white 3 yellow  4 Green 5 Blue 6 Red 7 Other 1 High  2 Medium 3 Low 1 Upper case 2 Lower case 3 Capitalize 1 Script 2 Serif 3 Sans serif 1 Forground 2 Middleground 3 Background
1 1 1 1
1 1 1 1
1 1 1 1 1 1 1 1
1 1 1 1
1 1
1 1 1 1 1
1











C-4 Pauls 2% Fat Milk  
Code 1 Code 2
Pauls 2% Fat Position 3x3 Size
Top-Left Top Top-Right Left Centre Right Bottom-LeBottom Bottom-Ri0-9
Element A: Brand logo (Pauls) 1 1 0.75
Element B: Product name (Smarter ↵ White ↵ Milk) 1 1 1
Element C: Nutrition message 1 (NATURALLY ↵ PERMEATE ↵ FREE) 1 0.625
Element D: Nutrition message 2 (full cream taste ↵ only 2% fat) 1 1 0.5
Element E: Image 1 (dark blue) 1 1 1 1 1 1 1 1 3.375
Element F: Image 2 (pouring milk) 1 1 1 1 1 2.75
Element G: Nutrition chart (nill)
Element H: Lid
Sum 3 2 2 2 2 2 1 3 3 9  
Code 3 Code 4 Code 5 Code 6
colour Modality Typography ( Letter Case) Typography (Typoface) Layer
1 Black     2 white 3 yellow  4 Green 5 Blue 6 Red 7 Other 1 High  2 Medium 3 Low 1 Upper ca2 Lower ca3 Capitaliz  1 Script 2 Serif 3 Sans seri1 Forgroun  2 Middleg  3 Backgrou
1 1 1 1 1 1
1 1 1 1 1
1 1 1 1 1




1 4 4 0 2 1 0 1 0 0 2 0 2 1 0 3 3 2 1  
 
C-5 Dairy Farmers 2% Fat Milk 
Dariry Farmers 2% Fat Position 3x3 Size
Top-Left Top Top-Right Left Centre Right Bottom-LeBottom Bottom-Ri0-9
Element A: Brand logo (Dairy Farmers) 1 1 1
Element B: Product name (New) 1 1 1 0.75
Element C: Nutrition message 1 (NATURALLY contains ↵ A2 Protein) 1 1 1 1.75
Element D: Nutrition message 2 (Full cream taste ↵ with only 2% fat ↵ Permeate free) 1 1 0.5
Element E: Image 1 (cows in farm) 1 1 1 1 1 1 1 4.75
Element F: Image 2 (nill) 0
Element G: Nutrition chart 1 0.25
Element H: Lid
Sum 2 2 2 1 2 1 3 3 2 9  
Code 3 Code 4 Code 5 Code 6
colour Modality Typography ( Letter Case) Typography (Typoface) Layer
1 Black     2 white 3 yellow  4 Green 5 Blue 6 Red 7 Other 1 High  2 Medium 3 Low 1 Upper ca2 Lower ca3 Capitaliz  1 Script 2 Serif 3 Sans seri1 Forgroun  2 Middleg  3 Backgrou
1 1 1 1 1 1 1
1 1 1 1
1 1 1 1 1 1 1 1
1 1 1 1
1 1 1 1 1 1 1
1 1 1 1 1
1











C-6 Pura 2% Fat Milk 
Code 1 Code 2
Pura 2% Fat Position 3x3 Size
Top-Left Top Top-Right Left Centre Right Bottom-LeBottom Bottom-Ri0-9
Element A: Brand logo (PURA) 1 1 1 1 1
Element B: Product name (new ↵ 2% fat) 1 1 1
Element C: Nutrition message 1 (NATURALLY contains ↵ A2 Protein) 1 1 1 1.75
Element D: Nutrition message 2 (full cream taste, a bit less fat ↵ permeate free) 1 0.5
Element E: Image 1 (green circle) 1 1 1 1 1 1 3.5
Element F: Image 2 (nill) 0
Element G: Nutrition chart 1 0.25
Element H: Lid
Sum 2 2 1 2 3 1 2 3 1 8  
Code 3 Code 4 Code 5 Code 6
colour Modality Typography ( Letter Case) Typography (Typoface) Layer
1 Black     2 white 3 yellow  4 Green 5 Blue 6 Red 7 Other 1 High  2 Medium 3 Low 1 Upper ca2 Lower ca3 Capitaliz  1 Script 2 Serif 3 Sans seri1 Forgroun  2 Middleg  3 Backgrou
1 1 1 1
1 1 1 1
1 1 1 1 1 1 1 1
1 1 1 1
1 1
1 1 1 1 1
1
1 3 1 2 3 0 0 0 0 0 1 2 3 1 0 5 3 1 2  
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 Appendix D: 
Graphs and Charts  
This appendix includes some graphs and charts to visually represent the results 
understood from the analysis tables discussed in Chapter 3 and represented in appendix?. 
They provide the findings understood from the analysis tables in the form of comparative 
graphs that correlate Element-X, e.g., brand logo, of all products with Code-Y, e.g., Position, 
of them.  There is also a description for each graph/chart. 
 
Code-1 Position (for milks being studied):  
‘Brand logos’ are positioned in 
‘top-left’, ‘left’ and/or ‘centre’ 
with all of them having a 
portion in the ‘top’ cell.  
 
‘Product names’ are positioned 
in ‘left’, ‘right’, ‘bottom-left’ 
and/or ‘bottom’ with all of 
them having a portion in the 
‘centre’ cell.  
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 “Nutrition messages (1)” are 
positioned in ‘top-left’ and/or 
‘top’ with all of them having a 
portion in the ‘top-right’ cell; all 
of these messages are 




“Nutrition messages (2)” are 
positioned in ‘centre’, ‘right’, 
‘bottom’ and/or ‘bottom-right’; 
5 of 6 products having their 
messages positioned in the 
‘bottom’ cell.  
 
 
“Products’ images (1 & 2)” are 
collectively extended in all cells 
with all of them having a 
portion in the ‘left’, ‘bottom-
left’, ‘bottom’ and ‘bottom-






4 of 6 products have ‘nutrition 
charts’ that are all positioned 




Code-2 Size (for milks being studied):  
The average size of the ‘brand 
logos’ of all 6 milks is the area 




 The average size of the ‘product 
names’ of all 6 milks is the area 
of 1 cell of the 3 by 3 grid. 
 
 
The total space occupied by the 
‘nutrition messages 1 and 2’ in 
both Dairy Farmer and Pura full 
cream milks is 2 cells of 9. The 
total space occupied by the 
‘nutrition messages 1 and 2’ in 
Pauls full cream milk is 1.25 
cells of 9. The total space 
occupied by the ‘nutrition 
messages 1 and 2’ in both Dairy 
Farmer and Pura 2% fat milks is 
2.25 cells of 9. The total space 
occupied by the ‘nutrition 
messages 1 and 2’ in Pauls 2% 






 Images on all milk labels are the 
biggest element as they occupy 





4 of 6 products have nutrition 













 Code-3 Colour (for milks being studied):  
The colours used in all ‘brand 
logos’ are collectively white, 
yellow, green, blue and/or red; 
colour ‘blue’ is the dominant 
colour of all ‘brand logos’. 
 
The ‘product names’ of all Dairy 
Farmers and Pura products are 
written in ‘white’. 
 
 
The background colour used 
for the ‘nutrition messages 1’ in 
all products is ‘yellow’; and the 
‘nutrition messages 1’ of all 
products are written in black 




 Only colours ‘black’, ‘white’, 
‘yellow’ and ‘blue’ are used for 
the ‘nutrition messages 2’, but 
not all them are used by each 
product. Colours ‘green’ and 
‘red’ are used in neither the 
‘nutrition messages 1’ nor the 
‘nutrition messages 2’.  
 
 
Colour ‘red’ is not used in the 
‘images 1 and 2’ of all products. 
All ‘images 1 and 2’ use colour 
‘white’. All products except Pura 
2% fat milk use colour ‘blue’ in 






 4 of 6 products have nutrition 
charts that all use colours 





Code-4 Modality (for milks being studied):  
The ‘images’ shown on both 
Pauls products have ‘high 
modality’ while the ‘images’ on 
both Dairy Farmers products 









 Code-5 Typography (for milks being studied):  
4 of the 6 ‘brand logos’ are 
written using ‘upper case’ letter 
case, but the Pura products use 
‘capitalize’ letter case instead; 
all ‘brand logos’ are written 
using ‘sans serif’ typo-face. 
 
 
4 of the 6 ‘product names’ are 
written using ‘sans serif’ typo-
face, but the Dairy Farmers 




All products’ ‘nutrition message 
1’ is written using ‘capitalize’ 
letter case for the entire or part 
of the message, the parts that 
are not capitalized are written 
using ‘upper case’ letter case. 
All products’ ‘nutrition message 
1’ is also written using ‘sans serif’ 
typo-face for the entire or part 
of the message, the parts that 
are not sans-serif are written 
using ‘script’ typo-face. 
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 ‘Nutrition messages 2’ are 
written using either ‘upper case’ 
or ‘lower case’ letter cases but 
not ‘capitalize’. 5 of the 6 
products’ ‘nutrition message 2’ 
use ‘sans serif’ typo-face. 
 
 
4 of 6 products have nutrition 
charts that all use ‘capitalize’ 





Code-6 Layer (for milks being studied):  
All ‘brand logos’ are placed in 




 The ‘product names’ of 4 milk 
products are placed in the 
‘foreground’ layer except the 
Pura products that have their 




The ‘nutrition messages 1’ of 4 
milk products are placed in the 
‘middle-ground’ layer except 
the Pura products that have 
their ‘nutrition messages 1’ 
placed in the ‘foreground’ layer. 
 
 
The ‘nutrition messages 2’ of all 
products are collectively placed 
in the ‘middle-ground’ or 
‘background’ layers, but not in 




 The ‘images 1’ of all products 




Only Pauls products have 
‘images 2’ that are placed in the 
‘foreground’ layer.  
 
 
4 of 6 products have nutrition 






 Appendix E: 
Participant Label Design  
This appendix provides all the milk label designs created by participants in packaging 
design workshop as part of the data collection phase. Three out of ten milk label designs 
(the designs of Participant 2, 5 and 9) was selected for detailed semeiotic analysis. A 
quotation is taken from the interview with the creator of each design describing the 










Figure E-2: Participant-2's Design 
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Figure E-3: Participant-3's Design 
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Figure E-10: Participant-10's Design 
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 Appendix F: 
Interview Transcriptions  
This appendix demonstrates the transcriptions of the interviews with the participants. 
The unstructured interview was conducted to unpack the reasons behind the participants’ 
choices for their packaging designs. The interviews were based on open conversations 
without set questions, but only props. 
 
Interview 1 
Researcher This interview is conducted on 24 November 2014 and the interviewee 
reference number is 1. Okay. So this is just like an informal conversation. 
 
Participant 1 Mhmmm 
 
Researcher And I’ m just going to ask you about the reasons behind your design like 
why you choose this colour and typography and etc. 
 
Participant 1 Okay. 
 
Researcher So let us start with the milk label. Can I ask you why you chose blue colour 
for your milk label? 
 




Participant 1 I’ve got a blue dress. But I really love the light bright blue – I’m always 
drawn to anything that’s got that nice blue. It’s sort of nature and the sky, 
the ocean Yeah. 
 
Researcher Okay. So, sky, ocean. Okay. And does it remind you any message, particular 
message? 
 
Participant 1 Umm. I just feel like blues just calming and natural. I don’t know, yeah. 
 
Researcher Okay. Calming and natural. 
 
Participant 1 Sort of reminds me of yeah, the sky and the sea. So, yeah. 
 
Researcher So it makes you calm? 
 
Participant 1 Calm ... yeah. 
 
Researcher It reminds you of nature. 
 
Participant 1 Mhmmm. 
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 Researcher Okay. And how about the colour yellow? 
 
Participant 1 Ahh. They’re just, I love those two together always. And yellow I just think is 
bright and just draws me in. I really like yellow at the moment. I’ve got, in 
my house even, splashes of the blue and yellow, so ... 
 
Researcher Yeah. That’s 
Participant 1
  




Participant 1 Yeah. 
 








Participant 1 then the sky and things so 
 









Participant 1 where they’ve had sunlight and on the brown paper I just sort of thought 
that’s for the organic kind of recycled paper, you know (laughs) 
 
Researcher That’s really interesting, yeah. 
 
Participant 1 Yeah, yes, so. Um .. 
 
Researcher Okay. Yes. So, why do you think this colour conveys the organic or 
recycled? 
 
Participant 1 Yeah, I just think that it’s sort of earthy, it looks recycled so you think of ? 
sustainable packaging or um, they’re aware ... or that that’s important to the 
company maybe, if it’s sort of using that  
 
Researcher Yeah. That’s right. Yeah. 
 
Participant 1 Yeah. 
 
Researcher So it’s again about the natural 
 
Participant 1 Mhmmm 
 
Researcher naturalise and 
 
Participant 1 Yeah 
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Researcher Why these meanings important to you and how does these meanings 
relate to the milk. I think 
 
Participant 1 Mmmm. For me, yeah I, I have had a lot of health trouble, um, so you 
know, put, what’s going in, is really important and I like it to be as a natural 
as process and as unrefined and as unprocessed so ... um, being organic, 
coming, you know, um .... having ... listing what its got it in it is vital, you 
know, and the process, you know how much 
 
Researcher Yeah 
Participant 1 Process it had. Um ... and just, I guess I want to see like what’s had as little 
interference as possible from machinery and chemicals and preservatives 
and all of that. Because that really affects my digestion and things. 
 
Researcher Yeah, that’s right. 
 




Participant 1 Umm 
 
Researcher That’s why you write organic milk, yeah 
 
Participant 1 Uhhuh. Yeah. 
 
Researcher And you said fresh from the farm. 
 
Participant 1 Fresh from the farm, yeah. 
 
Researcher No preservatives, no added…, yeah. 
  
Participant 1 So, getting from paddock to plate, like you know, with as little interference 
as possible I think is really important to me. Yeah. 
 
Researcher Yeah. And you said tasty here as well. 
 
Participant 1 Ah-hah. 
 
Researcher Fresh and tasty and 
 
Participant 1 Yeah. 
 
Researcher You think something natural should be tasty as well. Yeah? 
 
Participant 1 Yeah, that’s right. Yeah, you don’t want it to be watery or you know, like, I 
think it has to be tasty. I probably was going to write full-bodied or ... I don’t 
know really what to write but yeah, it has to be nice and 
 
Researcher You write it really nice. 
 
Participant 1 (Laughs) 
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Researcher It’s a nice message for the milk. Yes. 
 
Participant 1 Yeah. 
 
Researcher And what do you mean by these ahh ... 
 
Participant 1 Oh, I just like ... I got those fonts a bit late but I liked that ... I’ve got writing a 
bit like that but I like that nice sort of clean ... I don’t think it needs to, 
anything too fancy or too much. I think just something simple in terms of 
the text. 
 
Researcher Yes. Clean 
 




Participant 1 Clean and simple, yeah. 
 
Researcher Okay. For the text. 
 
Participant 1 Mhmmm. I sort of think it’s almost like, less is more with it, I think it should 




Participant 1 added in or you’re not trying to hide anything, it’s all just simple. Mmmm. 
 
Researcher Yeah, that’s right. And how about these fonts? 
 
Participant 1 Umm ... yeah, I just 
 
Researcher You like these ones as well. 
 
Participant 1 I just like those ones, I don’t know why. You know, I thought you could use 
yeah, that for the heading and then the italic for what’s in it or something, I 
don’t know (little laugh). I was just playing, I don’t know. 
 
Researcher Yeah. What was does the italic text mean to you? What does it? 
 
Participant 1 Umm, I sort of see that as a subtext. Um, so I would see like a bigger bolder 




Participant 1 I don’t really know why. (laughs) 
 
Researcher No! That’s, yeah, that’s a title so 
 
Participant 1 Yeah. 
 
Researcher So for italic. 
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Participant 1 Yeah. 
 
Researcher Okay. Okay, that’s really nice, 
 
Participant 1 (laughs) 
 
Researcher it’s a nice design. 
 
Participant 1 It’s horrible (laughs) 
 
Researcher No, it is really nice, believe me. 
 
Participant 1 Thank you. 
 
Researcher Thank you. Just want to switch off the recorder. Do you want to add 




No, no, that’s all. 
 




Researcher This interview is conducted on 24 November 2014. The interview reference 
number is 2. Okay. Just want to set the time as well. Great. Okay. I just want 
to talk about your design. First let us talk about your milk label. Would you 
please tell me about this part and why you draw this and why you choose 
this colour or the font? 
 






Participant2 We associate with farm animals or with ??. And it’s really good to see the 
natural, you know, the source of the milk. And I’ve chosen a cow there 
because they’re usually like – it’s quite a feeling as well because when you 
talk about milk then we tend to think of like naturally a cow that’s 
producing milk. And a nice landscape of a farm with some flowers and 




Participant2 So I think it’s quite good to look at as well – I think, yes. 
 




Researcher The farms and the source of milk. Yes? 
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Participant2 Yes. ?? for me saying that its coming from a natural source rather than 
somewhere in the factories. Yes. 
 






Researcher They’re just like 
 
Participant2 Yes, it’s supposed to represent flowers. 
 
Researcher Flowers. Yes. 
 
Participant2 Like a different colour. And, it, I think it’s quite good in the packaging 




Participant2 And it draws me to the packaging as well. I like some kind of colour rather 
than a boring, you know, just a black and white thing. 
Researcher Yes. 
 
Participant2 I would rather be like, I’m quite tempted to see the colours and all, yes. 
 
Researcher That’s fine. And what does this jar mean to you... is it 
 




Participant2 You know, obviously a white view of milk and obviously the colour white 




Participant2 And it says that there are no additives or nothing, so it’s just pure milk. And I 
think it’s quite reassuring, I would say, yes. 
 
Researcher Yes. And, do you always like to see the products on the packaging. I mean, 
do you like to see the milk represented on the packaging of milk or 
 
Participant2 Yes. Like personally, I would prefer that. Either some kind of ? showing milk 
on the side that’s bouncing off or in a picture. Something like that, yes. 
 




Researcher What does? 
 
Participant2 It just appeals to me ... like I want to have it. It just makes it like ‘buy it’ I 
think, yes. It’s just like it attracts the person who wants the goods so 
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 whatever’s there. 
 








Researcher Ah, yes. It’s a farm ... and what are these supposed to be? 
 
Participant2 Oh. That’s like the accreditation bodies ... like if it is Halal, Kosher or 
whatever, like because Australia itself being a multicultural nation, I think 
these people should be catering for all the backgrounds and everyone. So, I 
don’t know if it applies to milk but I just say that it is for everyone to drink. 
So if there’s any allergen advice or something, you’ll read here so whatever 
it is, that can be made here so that all the consumers once looking at the 
packet and decide whether it’s for them or not. So, it makes the shopping 
quite easy and quick so they don’t have to turn around the packet and look 
for the little things on the back of the packet. 
 
Researcher Yes. So these ones represent did you say 
 
Participant2 Accreditation bodies, like 




Researcher And, why you write this message. Light but tasty. What do you mean? 
  
Participant2 Because personally I prefer something that’s healthy as well as ... but it 
needs to taste good, ah, because I value taste as well because I do want to 
have a healthy diet but it should taste good as well so, I think for most of 
the consumers now, we’re more aware of health conscious and everything. 
To them it is quite good – we can say its light but it is tasty because you 




Participant2 So ... and the milk is drawn in big bold letters because it signifies at the end 
of the day it is milk that’s there, nothing fancy, just milk. So it’s big there, 
yes. 
 








Yes. Emphasis the milk, yes. 
 
Researcher Emphasise the milk. Okay. That’s really nice. So, you always like to see the 
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 healthiness and the taste 
 
Participant2 Mmmm, yes. 
 




And fancy white milk okay, attractive as well, yes. 
 
Researcher Yes. (Pause). 
 
Researcher Thank you. I think you mentioned interesting points. Do you have any 
questions or do you want to add anything, any comments? 
 
Participant2 Ahh, not really to be honest. I think that I’ve explained it pretty well (laughs). 
Researcher Okay. Great. Yes, that’s ... thank you. 
 
 
Interview 3  
Researcher This interview is conducted on 1 December 2014 and the interview 
reference number is 3. Okay, first of all we want to talk about the milk 
packaging. Would you please tell me what you were thinking while you 
were designing this label? And why do you choose this colour for the milk? 
 




Participant 3 I was going to – I sort of went in deciding to choose one of the pictures 
because of what’s going to draw but um 
 
Researcher Yes, great. 
 
Participant 3 So, should I just talk about the picture 
 
Researcher Yes sure. ?? 
 
Participant 3 Um, so the picture was a funny one where it, I mean it both appeals and 
words, so I chose a – it was a baby’s hand. 
 
Researcher Yes, finger, yeah. 
 
Participant 3 Fingers, yes. It sort of goes both ways – okay, this is more intense after I’ve 
had children so the – on one hand it’s a negative thing because you’re not 
actually meant to give cow’s milk to babies but it doesn’t matter because I 




Participant 3 Um, and so, it sort of creates all the, you know all the warm saccharine 
feelings which also I associate with milk, so, yeah. And then I chose purple 
because for some reason I associate that colour with sort of babies and 
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 um, some maternalism. I mean, not you know, it gets a bit weird but 
(laughs) 
 
Researcher No. So, do you like to see this packaging for all the milks or the milks 
related to the children or 
 
Participant 3 Um 
 
Researcher You think the milk… yes  because it’s really more important for children 
rather than the adults so the packaging should emphasise for this matter, or 
 
Participant 3 Okay. In terms of what – I’m not sure if you should have pictures of babies 
on milk 
 
Researcher Yes, yes 
 
Participant 3 um, but that’s more from an intellectual – like I mean, I know people who 
are involved breastfeeding associations and stuff like that and they would 
be very upset. So I know – that’s the reason why I would say against it. But 
still think it would actually, it actually creates a positive association with 
milk. So whether you put it in packaging I’m not sure but it certainly adds ... 
something where there’s more images – I’ve only had one image that if it 
was part of a collection of images then that would work really well. If that 
makes any sense. 
 
Researcher Yes. That’s right. 
 
Participant 3 Um ... and it, in terms of not just for children but for any. 
 
Researcher For any one, yes. And why do you think that the purple colour is associated 
with the children? Why do you think like this? does that colour remind you 
anything? 
 
Participant 3 Yeah. I’m not sure. Um ... because I really don’t know why. I don’t ... um 
 
Researcher You just think yeah. 
 
Participant 3 It just does to me. It, um ... yeah. Don’t know. But it ... 
 
Researcher Maybe you’ve seen it in the other products. 
 
Participant 3 Yes, I think I’ve seen it – well actually no ... I do know because I’ve seen so 








Participant 3 It’s sort of in the same way that pink is for little girls and blue is for little 
boys. And sort of purple is that 
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 Researcher Middle? 
 
Participant 3 Yes. And ... well, it’s the sort of birth and young childhood, yeah. Actually, it 
probably is that, it’s the middle. Well 
 
Researcher (pause). Okay. And you just 
 
 
Participant 3 Sorry, that was just ... the letters were 
 
Researcher That’s nice, yes. 
 
Participant 3 The choice of, I guess I chose that font ... I was ... um, because it ... I guess I 
expect to see the word milk in bold. 
 
Researcher Why do you think you like to see the milk in bold? Is there any reason or 
 
Participant 3 I’m not sure. Again I think its associations and cartoons ... well I think it’s like 
cartoons and milk, the words, the letters of milk tend to be just in big bold 
letters and you just say milk. Um, it’s not actually I think how milk is in real 
life but it’s how I imagine milk if I just sort of 
 
Researcher So, is it the way you’ve seen the other packaging like this? I mean the 
typography or picture or is it the things you like to imagine. 
 
Participant 3 Yeah. 
 
Researcher For example, about the typography, is it the way you’ve seen it right now or 
you’d like to see it. 
 
Participant 3 I think it’s how I like to see it. Or at least how I like to imagine milk. 
 
Researcher Do you need to add any more comments about that?  Or any questions? 
 
Participant 3 No, that’s probably it. 
 
Researcher No? Okay, thank you. 
 
Participant 3 No (laughs) 
  
Interview 4  
Researcher Okay. Would you please tell me why you choose ... it’s interesting ... why 
you choose the landscape for your design instead of the portrait? 
 
Participant4 Ah, because I thought that it looked like the carton. 
 
Researcher Oh, you were 
 
Participant4 The size of the carton. 
 
Researcher Okay. (pause). And what are these blue lines? 
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Participant4 So, that’s traditional representation of farm milk. 
 
Researcher Of farm? 
 
Participant4 Farm, f a r m, yes. 
 
Researcher (pause). Why do you think it’s reminding the farm? 
 
Participant4 Yes. So, I ... ceramic jugs, um, we used in Australia I guess, in the country. 
And, or, in the cities in um, a time when products were more pure. 
 
Researcher Okay. Sorry, if I don’t have eye contacts, I need to write down the notes. 
 
Participant4 Yeah, I understand, I understand. 
 




Researcher These blue lines? But what’s, what does the colour reminds you, it just 
 
Participant4 Of the ceramic jugs 
 
Researcher The ceramic jugs 
 
Participant4 Used to pour milk. 
 




Researcher And they’ve got just like this design? 
 
Participant4 Yes. Mhmmm. 
 
Researcher Just two lines on the ceramic. 
 
Participant4 Around the 
 
Researcher Around the ceramic 
Participant4 Yes. 
 
Researcher Okay. (pause) So pure milk , traditional (talking to yourself I think). Okay. And 
why do you choose the bold typographic for the milk? 
 
Participant4 Generic. I tried to make this the most generic font I could find. 
 
Researcher Okay. Why? 
 




 Researcher (pause) So why would you like to see the milk design free from the 
processing? 
  
Participant4 Because um ... it’s a ... milk is a generic product and processing would 
remove. You know, processing removes um ... that ... nutrient ... I don’t 
know chemistry but it would, processing removes um ... the wholeness of 




Participant4 So I’m going from a whole generic wholefood um, spirit here. 
 
Researcher You mean natural product? 
 
Participant4 Natural. Yes natural and back to when ... you know when you used to get 












Participant4 Yeah, it should be like this now. It should still be like this. 
 
Researcher You prefer, okay 
 
Participant4 Yes, I prefer the traditional despatch of a generic product. 
 
Researcher That’s great. Do you like to add any more comments or any question about 
your design? 
 
Participant4 Ah yes. Also, if we remove ... even if we remove the blue lines and just have 




Participant4 It should be more economically efficient for the whole world. Because 
everyone buys milk every day and to remove any superfluous packaging, 
would make a considerable environmental impact. 
 
Researcher (pause) So just white packaging? 
 
Participant4 Should just ... clear glass (laughs) 
 
Researcher Clear glass, okay. 
 
Participant4 Clear glass should be clear glass. 
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Researcher Okay. Are there any more comments that you wanted to add? 
 
Researcher No? Okay. 
 








Participant4 It’s like in ... you know, I’m a schoolteacher, so we have a universal design 
for learning. So, um, the idea is that everyone can understand from a visual 
perspective what is required. So I put a picture up on the board or a 













Participant4 Yes. And at McDonalds, they changed ... I read about this. They changed 




Participant4 and you just ... that please 
 
Researcher So did you find it more useful ... I mean, in your area teaching. 
 
Participant4 Well  
 
Researcher I mean the visual 
 
Participant4 Yes. Yes. 
 
Researcher They’ve got more influence than 
 
Participant4 Yes, it definitely does. Yes. 
 
Researcher Rather than the text or 
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 Participant4 Me saying hand up 
 
Researcher or saying, okay. 
 
Participant4 Yes. So, with a cereal box, if it’s got um, oats and sultanas on the front, I go, 
oh that, get that one. 
 
Researcher Okay. Great. Any question or any comments? 
 




Participant4 Is that everything that you wanted? Yes. 
 
Researcher Yes. Great, that’s all good 
 
Participant4 Yeah, okay. Good. 
 
Researcher Thanks (laughter) 
 
Participant4 Awesome. Well thanks, thanks very much. 
 
Researcher You’re right. Thank you. 
  
   
Interview 5  
Researcher This interview is conducted on 5 December 2014 and the interviewee 




Researcher Okay. Would you please tell me about these pink dots? And what were you 
thinking while you were designing? 
 
Participant5 Ahh ... I think I’m more attracted to bright colours and fun, it appears fun. 




Participant5 But I thought black was a bit boring (laughs) so I thought can use pop 
colour, then ahh ... the grass, like ... I want to show it’s like the cow live in a 




Participant5 Is delicious. And then, I put like an Australian flag. I’m not sure whether this 





 Participant5 So that it shows like the source of the milk because I think Australian milk is 
high quality and if people can associate that true you know like ? 
consumer. Yes. 
  
Researcher Okay. So what do you, why do you think the pink colour is better than the 
black? Is it just because it’s more fun? 
 




Participant5 Yes. I think of using like rainbow colours as well ... like, other colours to 
colour the dot but I decided not to, to stick to one colour (laughs). 
 




Researcher You use it because it’s more fun and it’s more eye-catching. 
 
Participant5 Maybe strawberry milk (laughs). 
 
Researcher Strawberry milk? 
 
Participant5 Yes. Maybe plain white milk then is a black one. 
 




Researcher Want to show the relaxing for? 
 
Participant5 It’s like freshness, yes, it reminds me of freshness and is tasty, because the 
cow is relaxed, so I think milk should be like tastier. 
 
Researcher Because the colours are what? 
 




Participant5 Because I’d like ... I think, like consumer is concerned about the source of 
the product as well, whether it is ethical and whether it is like the cow living 




Participant5 I think I look for such things. 
 
Researcher So you want to show, and  you want to see that grass because it shows the 




 Participant5 Yes. I like the living condition, like, of the cows. Like, where they do their 
grazing and stuff. Yes. I don’t know how to draw but I just 
 




Represent my idea. (laughs) 
 




Researcher And why do you draw a blue box here? And then write the milk typography 
on top of it? 
 






Researcher Why do you 
 
Participant5 Like, relate to freshness as well. And like a happy day ??. 
 




Researcher Clear blue sky? 
 
Participant5 Clear blue skies. Ahh 
 
Researcher Does it remind you of anything? 
 
Participant5 It’s like good weather 
 
Researcher Good weather 
 
Participant5 Yes. Good weather and you have good milk. 
 
Researcher (Pause). What is the most important thing in the milk for you? What do you 
want to see on the milk packaging? What is important point of the product 
that you want to see on the packaging? 
 
Participant5 Usually I will look for the food labelling, like I look at the food labelling, like 




Participant5 Other than that I look for like whether it is free of hormones or free of the 








And then say ah, it’s Australian sourced milk and supports local farmer, that 
kind. 
 
Researcher Great. Is there any specific reason to choose this typography? 
 
Participant5 Just fun. I thought it’s fun and eye-catching. Yes, that’s it. 
 
Researcher Okay. And you don’t write any other message for milk. Do you want to see 
any messages on the packaging or no? Just the 
 





Participant5 Yes. Like usually at the back, I would check where’s the source or whether 
it’s from ethical source, and whether it supports local farmers. 
 
Researcher And why do you think the typography of the milk, the packaging, the 




Researcher You write it because it’s fun. 
 
Participant5 Because ... ahhh. I think usually people start their day by drinking milk in 




Participant5 Yes, I just think that, yes. 
 
Researcher Yes, that’s??? 
 
Participant5 Because I realised I got more attracted to fun packaging, rather than the 
boring one. I would tend to pick it up and take a look further. 
 
Researcher Okay. Great. Do you have any questions or do you want to add more 










Participant5 Thank you (laughs). 
 
Researcher No? Is that it? Thank you so much for your time. 
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Interview 6  
Researcher This interview reference number is 6. Okay. First of all we want to talk about 




Researcher Package label. Okay. Would you please  tell me what’s this element you 
attach here? 
 
Participant6 So, it was weird, because I started off, wanted it super plain and like, kind of 
boring, like milk. And I would want like, you know, like 1950’s like milkman 





Participant6 So, with that in mind, I quickly changed the font of the Just Milk to 
represent like a little bit more retro style and then I made that like more of a 
tagline. But I think I would probably go for maybe a different, like a lower, a 




Participant6 For the tagline. Since I’ve changed directions a little bit. 
 
Researcher Okay.... why do you think this one is more related to the milk? 
 
Participant6 Well, because I was thinking I’d like to see more of a ... one that’s sort of 
harked back to the days of you know, where food was like fresh and things 
like that. Fresher than it is now without like an industrial food system and 
stuff. I was thinking like the more sort of, those words seemed retro, like 
that font seems retro to me, so, I went with that. 
 




Researcher What does that mean to you? 
 
Participant6 You know how milk has like all this added shit now like, what do they, what 
do they have, like you know, A1 protein. I’ve no idea, no idea what that shit 
is. Like, no! And I don’t even google it. Or there’s some other word, No, it 
wasn’t pro, like it wasn’t processed in a certain way or whatever. So I was 
thinking like, you could just ... wouldn’t it be easier to just have milk. You 
know, and then like, no added hormones or anything, just normal milk. And 
I guess that makes sense with the 1950s kind of a retro thing as well. 
 




 Participant6 Yeah. 
 
Researcher And you don’t like to see other messages about milk? 
 
Participant6 No, I don’t. 
 
Researcher Permeates free or A2  proteins or … 
 
Participant6 I don’t like those messages because I don’t think that they make sense. 
Because you, I don’t know what those are and even if you explain them to 
me, I’d think you’re lying to me because you’re a company trying to sell me 
a product. So ... and I also don’t think that you know, everything has a 
vitamin in it these days, so it doesn’t really shine out to me as something 
miraculous. Um ... so I think that’s where I was going with the Just Milk 
thing, was more of a simple milk, you know ... um ... product. 
 
Researcher So about the messages why you do not like to see the nutrition messages? 
 
Participant6 Well ... because milk can either be milk or soy milk or lactose free milk and I 






Participant6 I think it’s because you associate ... milk should just ... it’s a raw commodity 
Researcher 
 
Participant6 So I’m thinking because milk is a raw commodity. Like, its milk. I don’t really 
believe/trust/want all these other weird things in it because it just could 
have come out of the udder, be pasteurised, because the law requires it, 




Participant6 It’s funny, you never know how much reasoning are behind these things 
until you sit down and do it. And then you’re like oh, well I did this because 
of this and rah..de..rah. 
 
Participant6 It’s funny. 
 
Researcher Yeah it is. 
 
Researcher Great. And, what’s this blue part, what does that mean? 
 
Participant6 wanted to ... you’ve got to have a bit of colour and since I was going for 
more greys and blacks and stuff, you want to put in a colour. And blue says 
mornings, you know, and it says ... fresh start and fresh ... I don’t know, like 
a light blue kind of thing I think seems cool and milk is cool. Like, you 
know, like cold. And also having it go from bottom to up, means that it 
brings the elements of the picture in together. That’s about the extent of 
my art knowledge. 
 
Researcher Sorry, I’m just writing the notes. 
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 Participant6 That’s okay. 
 








Top to bottom. 
 




Participant6 Like if you are more drawn to pictures or words. I’m probably more drawn 
to words so I would probably read Just Milk and then flow down from that, 
using the blue maybe. 
 








Researcher for placing the brand? 
 
Participant6 Sometimes I think that the brand is pretty useless unless you’re actually um, 
wanting to turn it over and do a deeper inspection. So kind of more like the 
visuals at the front are supposed to, in my mind, capture your attention and 
sometimes, well most of the time, brands don’t really do that. And they also 
remind me that there’s a company behind it and stuff like that. So, going for 
pure kind of Just Milk thing, I didn’t want the brand to be a major 
component of the milk, because I had a particular thing that I wanted. And 
then I figured you’ve got the back to explain you know who, the brand and 
the company and stuff like that. So ... and I think that if this was a company 
they could have the same kind of packaging throughout, which then would 
become their brand. But I know that they like to put logos and stuff on 
things, so I figured they’d probably want to put a logo on it, whoever the 
imaginary milk company was. 
 
Researcher So you think the brand it’s not playing a major role in 
 
Participant6 I think the brand comes across in ... if they ... like let’s say they have Just 
Milk and then they have Just Lactose Free Milk and then you know, um, 
Just Low Fat Milk or something like that. Then it would come across 
anyway because the packaging would be similar. So you don’t really need a 




Participant6 It should be on there but doesn’t have to be a focal point. And generally 
they’re pretty boring and they don’t tell you much anyway. You know, 
they’re just shapes. 
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Researcher What are these you drawing here? 
 




Participant6 believe it or not. 
 
Researcher Yeah, that’s 
 
Participant6 And they have their udders because cows would have big pink udders. But I 
was thinking like, I don’t like it when you see these happy farm pictures, 
partly because of like watching Food Inc and those other documentaries 
that kind of say these happy farm pictures are not actually what goes on. 
And they’re just like hiding a darker reality of like, animal cruelty and stuff. 




Participant6 would be a real picture of the farm. They can take it with like an SLR and it 
can look really nice and green and stuff like that, but I want to see like, the 
real farm, the real animals and the real farmer. I don’t want to see like some 
ageing actor that they dressed up in a cowboy hat, like, yeah. So, I would 
be more interested in seeing a real photo of the place. 
 
Researcher Realistic photo, okay. 
 
Participant6 Yeah. I mean they can use, like I say, they can use high quality and all that 
so it looks really like, you know, because you don’t want a dodgy 
camera/iPhone shot or whatever but yeah, I don’t want it to be like these 




Participant6 Like, that’s not the reality of farms. And so that’s why I’ve built a structure or 
tried to build a bit of a structure in the background there. Because it’s ... 
they always show farm pictures of being like, especially with milk and stuff 




Participant6 But in reality they’re more like kind of like factories. So I think ... you know, 
still having the greenery and stuff like that if it’s a sustainable farm and stuff 
but, you know, showing that it is a farm is important 
 
Researcher Why do you think it’s better to having a realistic photo and not like the 
cartoon or graphic? 
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 Participant6 Well ... I don’t know, I can only speak for me. Um ... but, to me that says 
that there’s more transparency. So you know when like you go and you buy 
some eggs and they say they have a chicken camera set up and you can go 
online and look at the chickens laying eggs. That they live, they actually 
have. Like to me that just says it’s more transparent, they’re not trying to 
hide behind this fake image of a farm that looks distinctly American as 
opposed to Australian. And, I think if they have a real photo, then I can ... I 
can see that they’re trying to be honest and upfront with me and I can see 
where my milk is coming from. So that’s pretty powerful. Because right 
now if you don’t know, like the milk stuff doesn’t tell you it. 
 
Researcher Yeah. So, that’s important to see ... by seeing the realistic photo you can 
see where is milk coming from and the source of milk. 
 




Participant6 So, I guess that just says to me ... but ... I mean, that is not realistic in our 
current food system really, unless they’re a local producer. Do you know 
what I mean? 
 
Researcher Yes. (pause) Okay. 
 
Participant6 Or ... and I should add that, you know, even though it’s supposed to be real 
... like it is a realistic photo of the farm, if they wanted to put like a 1950s 
milk truck or something in there, I wouldn’t hold it against them and dress it 
up a little bit, you know, if they were trying to link in with an old school view 
of food or something like that. You know, like you don’t have to be .... 




Participant6 But if you’re going to go for like a retro font I think that an element of the 
picture should be ... relate back to that kind of thing, like I have an old-
school milk truck or something. 
 
Researcher Okay. Yeah. 
 
Participant6 Do you know what I’m saying? 
 













 Researcher Ahh, what did you write down next to your design?  Just describing the 
 




Participant6 Because when I gave them these little pink bits, I was like I don’t what you 




Participant6 So I wrote udders. And then I wrote photography. So a real photo of a farm, 




Participant6 Um ... information. So I did a little box there and you can put like a little ... I 
assume that there’s some legal copyright stuff that you’d have to ... well 
you’d want to display on the front cover. Or there might be some other 




Participant6 Obviously you want to have that. So I figured that would go there. 
 
Researcher Why do you think it would be at the bottom? 
 
Participant6 Mmmm .... I mean maybe the use by date actually should go under the 
heading. Because that’s like one of the first things you look at when you’re 
buying milk, is the use by date, because you want to get the use by date the 
most furthest away. Especially because like I’m a single person, so I don’t 
drink a lot of milk whereas if I was living with a big family it wouldn’t bother 




Participant6 And then under this information part would be like copyright or something 








Participant6 I wonder if it would be a best before date or a use by because you know 
how sometimes 
 
Researcher It’s really confusing. 
 
Participant6 Yeah because, they do say use by but most of the time when my milk is off 




Researcher Yes sometimes. 
 
Participant6 And ... just a thought. 
 




Oh. I said that it should be made out of like, it should be cardboard or glass 
or biodegradable or something like that. Because that would really shine 
out from the other products that were available. Um, not the cardboard as 
such, but the um, like a glass or something else that wasn’t ... I don’t know, I 
was just thinking it’d be good to shake up the materials used. And if you’re 
going for like a retro looking thing, it’d be cool if you could use something 
like glass. But see, I know that the only way for glass to be like a eco-




Participant6 So I don’t know if that presents issues. But I was just thinking like maybe, 
something biodegradable or something like that to fit in with the whole 
theme. 
 
Researcher And why do you think that glass is better? Does it remind you of anything? 
 
Participant6 Um ... well I think if you had glass, like that would definitely shine out from 
the other milk products which are in plastic and cardboard. And glass in my 




Participant6 Of milk as opposed to plastic. 
 
Researcher That’s right. 
 
Participant6 But you’d have to have the ... you’d have to ... it couldn’t be sold in 
Woolworths and Coles then because ... you’d want to reuse the glass 
bottles so you’d want to fill them up with milk somehow. So it’d be more 
like at a Miss Flannery’s or a health food store where you could go and fill 




Participant6 If that makes sense? 
 
Researcher Yes, yeah. Yeah. 
 
Participant6 And then 
 
Researcher They could ??? local 
 




 Researcher Yeah 
 
Participant6 Mmmm. So, that’s what I wrote there. 
 
Researcher Great. More comments or any questions. 
 
Participant6 Mmmm, that’s it. 
 
Researcher Great (laughs). Okay. 
 
Participant6 I’m just going to grab a quick little photo of this ‘dooby’ 
 
Researcher Yes, sure. Thank you again. 
 
Interview 7  
Researcher This interview is conducted on 9 December 2014 and the interviewee 




Researcher Yes, that one. Why did you choose this? Can I ask you what is that element 
at the left? 
 
Participant7 It’s mainly just like, just to create a nice pattern, like with all the curves and 
all that. Just draw the viewer’s eyes down towards ... you can see the 
curves and they’re curving down so it would bring their attention down 
towards where the text is. So they would read, you know, whatever’s on the 
label. 
 
Researcher Mhmmm. And why do you choose the colour green? 
 
Participant7 Because it gives off a refreshing kind of feel, so you want the customer to 
know that, oh the, you know, give them a calm, cool feel about the milk. 
That’s what it brings to the customer. 
 
Researcher Yes. Sorry, I’m just taking notes. And why do you think it’s important to 
bring the attention at the bottom? 
 
Participant7 Umm ... mainly because when they look at a label, if there’s nothing that 
really leads their eye to something, they’re going to get lost in the label so, 








Participant7 So they concentrate on sort of like the middle lower half. 
 





Researcher And the bottom, it’s more important to have the information? 
 
Participant7 Ahh ... yes. 
 




Researcher And somehow a designer should bring attention from top to the centre and 
then the bottom? 
 
Participant7 Yes. Sort of like to lead their eyes down, otherwise they wouldn’t focus on 
anything that’s on the label. 
 
Researcher Okay. And you just write milk without any messages. And you write text 
here? 
 
Participant7 Yes. That’s just whatever 
 




Researcher About the milk. And why do you choose this typography? 
 




Participant7 Milk, because like, it’s not really a formal typing. Like, with all the curves and 
stuff on the patterns and all that, kind of gives off like a casual, you know, 
flowy feeling. So, I kind of want the text to be sort of casual and curvy as 






Researcher would you please tell me why do you like to have the typography casual? 
Just to match it with the these calves or 
 
Participant7 Yes. Just to blend everything in, so that it kind of belongs together. 
 
Researcher Okay. And why do you think like this? What do you think these curvy things 
can convey? What message can these casual curvy things convey? 
 
Participant7 Um, mainly because it’s milk. Like, it’s an everyday drink kind of thing. It’s 
not really a specialised drink, it’s nothing really formal. It’s not really a, you 
know, it’s just an everyday kind of drink. There’s no real importance to it. 
Nothing formal about it. 
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Researcher Mhmmm. Okay. And what are these circles round the bottom at the right 
 
Participant7 Um ... these send the ... they could represent the milk drops, maybe. And it 
kind of is there to contrast with the cloth pattern, like, yeah. It would look 
plain if there wasn’t anything there. If you just add a lot of text, so it would 
look like there’s pattern on like the upper corner but then there’s nothing at 
the bottom corner. So I thought if you put something there it would um 
 
Researcher To balance? 
 
Participant7 Yes, to balance out the pattern. 
 
Researcher (pause) And why do you choose like this direction? I mean, you choose it 




Researcher To bottom right. 
 
Participant7 Yes. Because the English language we read from left to right so this brings it 
down to that the viewer would look from left to right. So that helps them 
read better. 
 
Researcher Thank you. (pause). Okay, any more comments? 
 
Participant7 Uhhh, n 
 
Researcher ….that you want to add? 
 





Participant7 represent the milk, the refreshing-ness of the milk or whatever. Like, I 





Participant7 So again, I would prefer my milk labels to be rather simple. Yes. 
 








Researcher (pause) Anything more? 
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 Participant7 Ahh, no. 
 
Researcher Okay, great. That’s nice. 
 
Researcher Any questions. 
 
Participant7 Ah, no. 
 
Researcher No. Thank you. 
 
 
Interview 8  
Researcher This interview is conducted on 9 December 2014 and the interviewee 
reference number is 8. Okay. Can you first talk about your milk design? 
 
Participant8 Yes. I actually did the milk first. 
 
Researcher Okay. Great. 
 
Participant8 Yes. 
Researcher Okay, would you please tell me why you chose the colour blue at the top? 
 
Participant8 Sure. So basically I was thinking I would like a friendly atmosphere. Sort of 
like when you go to the mountains in New Zealand or in the Alps and I 
wanted the blue to represent the blue sky. So, in the real version it might 
actually maybe be a photo rather than just the colour. So I consider this 
sort of a mock-up rather than the final things. And um, in the final thing I 
imagine it to be blue sky. 
 
Researcher And why do you think blue skies are suitable for the milk packaging? What 
does that remind you of? 
 
Participant8 Um, it reminds me of where cows are supposed to live. So I want the milk 
and therefore the cows to be where they originally belong to. Which is the 
mountains, which I associate with the blue sky and ... yes. 
 
Researcher Yes. And why is this important to see ah ... the source of the milk and the 
 
Participant8 Um, I guess because I want milk to be natural. I don’t want it to be 




Participant8 I want it to be more like authentic and organic, so like as far away from a 
factory setting as possible. 
 
Researcher Great. Would you please tell me why ?... about this element here ... a bit 
about this element. The cow and the colour green, um 
 
Participant8 Yes, so 
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 Researcher behind it, yes. 
 
Participant8 It’s pretty similar to the blue sky. So, it’s all one, probably one large photo of 
a friendly and its surroundings, so the colour green is grass, which to me 
represents the intake, the food that the cow eats. And it’s natural habitat at 
the same time. So again, the theme is as natural as possible. And the cow is 
for me, to me it’s pretty essential, it’s the reason we drink milk so it needs to 




Participant8 It makes it more personal as well because you sort of get this connection 
to another living being. 
 
Researcher Great. And do you like to see the realistic photo or the graphic or cartoon 
photo of the cow? Or like here, the grasses or the sky? 
 
Participant8 Um .. 
 
Researcher What picture or image do you prefer to see? 
 
Participant8 I think I’d be very open to any kind as long as it’s not cartoon like. But if it’s 
like a very tasteful sketch drawing sort of thing um, then ... so, yes, if it’s a 
photo, great but if it’s a like a very well done drawing, that’s also great. 
Researcher Okay. 
 
Participant8 But I don’t want it to be like a cartoon like Donald Duck. It should be sort 






Researcher Yes that’s great. And why do you choose this typography, the bold milk 
typography and why you locate it at the top left? 
 
Participant8 Um ... 
 
Researcher Is there any reason that you were designing like 
 
Participant8 That’s a good question ... um ... I suppose this canvas reminded me of, for 
example um ... maybe a folder that I, the kind that I used in school so the, 
um ... the label, or the ... um. So let’s say it was full of math in school, then 
the work Math would be put on top in the centre or to the left. So, it’s just 
where the description is supposed to go in my ... I hadn’t thought about it 




Participant8 And the bold font was ... it seemed friendly to me ... um ... so I wanted just 
some sort of friendly but at the same time ... um ... um, yeah, again not 
cartoon font but a friendly font. But I just picked like one of ... I considered 








Researcher for the milk? 
 
Participant8 I guess when it comes to food I, I don’t want it to be something um, too 




Participant8 it’s for all kind of food but I guess milk in particular, because milk is um ... 
isn’t, yeah, not like um – let’s say chips is probably closer to um, a factory 
product than milk so um, yeah. 
 
Researcher It’s a more natural 
 
Participant8 More natural, more resp, shows more respect, yes. 
 
Researcher Yes. Great. And what is it, what did you write here? 
 
Participant8 Um. Just ah ... 
 
Researcher Just information about the milk? 
 
Participant8 Yes. What did I say? Yeah, more information about um, where the cows 
live, how the cows live, like do they um ... do they maybe um ... live in an 
open space where they’ve got you know, plenty of grass for instance. Yeah. 
 
Researcher Yes. And is there any reason that you chose the right side for writing the 
information. And I can see you write this is the information about milk. Is it, 
that’s right? 
 
Participant8 Yes. About the facts sort of 
 




Researcher Is there any reason that you choose the right side or? 
 
Participant8 I chose the corner because it’s ... because that’s a place where I would look 
or where I’d expect important information, so the corner text is more 
important than the one in the centre. The centre space is just .... um, any 
positioning that was still available but I didn’t put any thought into that. 
However, with the corner that’s sort of a key, key feature or key product, 
um, information 
 
Researcher Why do you think so, can I ask you why do you think the right corner side is 
suitable for the important or key features? 
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 Participant8 Mmmm. Well it’s, it’s easy to find so I could expect this information on 
different kinds of this, milk brands, so there might be one with 1% or 0.1% 
and I’d expect it to be there every time. And ... I guess I’m used to it 
because the milk that I buy is that one place 
 




Researcher you’ve seen the information there? 
 
Participant8 Yes, I’m familiar to this kind of information be positioned right there. 
 




Researcher Or do you have any questions? 
 
Participant8 No. Maybe just the first thing that I wanted to make sure is that there’s an 
image, there’s a photo of the cow, so, just as an additional ?? my first and 
most important thing about the milk, yes 
Researcher Okay. Great. Thank you so much. 
 
Interview 9  
Researcher This interview is conducted on 12 December 2014 and the interviewee 





Researcher Okay. Would you please tell me a bit about this part, the top part? Ah, you 
attach a sunlight picture. 
 
Participant9 Yes. I was looking for a sunrise. 
 
Researcher Sunrise, yes. 
 
Participant9 Something like that. It’s a bit dark but ... I would have liked it lighter but 
that’s what we had. 
 
Researcher Okay, sunlight. 
 
Participant9 And I’ve gone for a breakfast milk, so I was looking for a sort of ... I was 
looking for yellowy colours that didn’t dominate it. Because I wanted some 
white in there as well, because it’s milk. Ah, but yes, sort of, goldeny colours 
and I thought right, that sunrise picture will do nicely and it worked better at 
the top than at the bottom. 
 
Researcher Why? Why do you think the colour yellow is suitable for the milk and why 
do you place it at the top? 
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Participant9 Um, it just looked better at the top. Somehow. I put it at the bottom, tried it, 
didn’t look right, put it at the top. And it seemed to be rising above the 
whole thing and casting a light on it. Um, so it worked. Why yellowy 
colours. You’ll see I’ve done sort of older school colours and I’ve written 
old on both of them. And I was looking for those sort of old, slightly aged 
colours. I wanted, didn’t want them to be ancient. I wanted them to be 
slightly fresh, which is you know, but, um, I was looking for a more earthy 
type colouring to it. 
 
Researcher Why do you think the earthy colour and the, this yellow colour here is 
associated with the milk? What does it remind you of, when 
 
Participant9 Well the sunrise was a sunrise. And milk is for me, it’s breakfast and it’s you 
know, first thing in the morning. I’m a porridge eater, so I like milk at 
breakfast. Um ... the older colours because everything ... I work in 
agriculture and everything I’m hearing is that people want real food. They 
don’t want food that’s mucked about, they don’t want modern, processed, 
bright colours, you know ... additives, colorants, they want things that look 
real. Real food. So I was looking for real food colours. 
 
Researcher And do you think the more realistic picture, it’s better to be on the 
packaging. Or? 
 
Participant9 No, I’d go with artwork. I’d go with stylised drawings rather than 
photographs. I don’t have the artistic talent to give you one so hard luck 
(laughs). 
Researcher No, no, no. It’s okay. So you prefer to see the artwork? 
 
Participant9 Yes, Yeah, I wouldn’t bother with photographs. The colours are too sharp. 
 
Researcher So, you think that’s not good. 




Participant9 Yeah, I wouldn’t put photographs on. I’d stick with um 
 




Researcher for that or? 
 
Participant9 I think the colours are too sharp and contrasty. I’d go for very soft, labels 
and stylised artwork. I’m trying to think of some packaging out there that’s 








 Participant9 particularly. 
 
Researcher Okay. Great. And you use colour brown here 
 
Participant9 Mmmm. I used the brown, natural paper colour. 
 
Researcher Yes, natural paper colour. And would you please tell me why? What were 
you thinking when you designed it. 
 
Participant9 I would have liked something again, lighter. And you see I cut that down to 





Participant9 Because I didn’t want to dominate the milk one, I wanted it to be a bit 




Participant9 Ten minutes, that’s all you get. (laughs). Ah, but I wanted that real um, back 
to authentic natural material colour. 
 









Real food, okay. 
Participant9 Yeah, you’ve got it. I’ve even written real food on there. 
 
Researcher Yeah. We’ll come to it. And you attach grass I think, or colour 
 




Participant9 Green, it is grass. 
 
Researcher It’s grass. At the bottom. 
 






Researcher Why? Can I ask you why? Would please tell me a bit more? 
 
Participant9 Because I called the milk Old Cow and I wanted some hint at outdoors and 
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Participant9 Again, it’s because I like to know where my milk came from and I don’t like 
it mucked about. In fact I would have written unhomogenized on there as 
well if I’d ??? ten seconds longer. 
 
Researcher Great. And for the typography, you use capitalise, and you write OLD COW. 
 
Participant9 Yes. I was using something like the Cheltenham Book, there wasn’t time to 
fiddle around cutting letters out from the typed font, but it was, it’s got 
serifs on it and it’s an older type text that I was looking for. You get the 
picture, it’s coming back. I mean both of them have got old on them. OLD 
COW and OLD GRANNY which it wasn’t supposed to be, it was supposed 
to be OLD GRANERY but I ran out of space. (laughs). I thought OLD 
GRANNY will do. 
 
Researcher That’s fine. And is there any reason that you use capitalise? Do you think 
 





Participant9 It’s smaller. You’d probably use a larger initial letter and a smaller text 
underneath but I didn’t have time to muck about. 
 
Researcher Okay. And for your message you write breakfast milk, real food, and whole 
grain, whole 
 
Participant9 Whole goodness. 
 
Researcher Whole goodness. 
 
Participant9 Yes. Real food, whole goodness. 
 
Researcher Real food, whole goodness. 
 
Participant9 Yep, and that’s on both of them. 
 
Researcher Yes. Would you describe a bit about this message please? 
 
Participant9 Ah, like I say I work in agriculture and food production and a lot of what I’m 
hearing is people want authentic foods. They don’t want food that’s 
mucked about, processed, full of additives, that they can’t understand. 
Techno-food, it’s going very much out of fashion again, there’s a real call 
for people to have simple things they can understand and they can 









Participant9 Not necessarily organic. There’s no organic on there. Just real. It’s the 
simple thing. 
 




Researcher The word I mean. 
 
Participant9 Ah, if you ever get time to read Michael Pollan’s book on um, ah, it’s called 
Eat Food um, Eat Real Food Not Too Much, Mostly Vegetables. It’s a 





Participant9 A Natural History of Four Meals. And he’s part of a slow food, real food 
movement that’s going around. He’s a Californian food writer. And it’s this 
idea that it’s old foods that we would recognise instinctively as being food. 
You know, you don’t have to be told its food, it’s not a hyper-protein added 
super doodly do. It’s a real thing that you would know, that your Granny 
ate. I quite liked Old Granny when I got there in the end, it was a mistake 
but I went ooh, I quite like that. Something your granny would recognise as 
being real food. She wouldn’t have to look and it and go “Oh, I don’t know 




Participant9 “What they put in this!” You’d know it was food. Your great grandparents 




Participant9 There’s a real tradition of it in wherever you come from that you would 
know would be food. You could be from a, you know, an Eskimo, but you 
recognise it as food. 
 
Researcher Why is nothing added on it? 
 
Participant9 ?? Not too much processing, not too much additives. Yeah. And grown in a 
real way. 
 





Researcher Because it’s milk. 
 
Participant9 Yeah. And I wanted it to be a bit fresher and lighter. I didn’t want it to be 
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 completely brown and dominating. And you know, I’d like that yellow to be 




Participant9 But fresher colours. 
 




Researcher Is there any other reason? 
 
Participant9 No, not really. And I would have, if I had control over the brown paper 
background, I’d have pulled that back as well. Muted that down as well. 
Made it whiter, paler. 
 
Researcher The brown one? 
 
Participant9 Mmmm. So I’d have blended all those colours right back to be much, much 
cooler. 
 
Researcher You’re such a good designer. 
 
Participant9 Laughs. NOT! (laughs) 
 
Researcher Okay. Great. Any more comments that you would like to add about 
 
Participant9 Not really. You got just about all of it there. 
 
Researcher Okay. Great.  
 
Participant9 You definitely get where I’m coming from with my foods (laughter). 
Researcher Okay, yeah. That was a nice conversation. Okay. That’s it. Thank you again 
for your time. 
 
Participant9 Good, thank you. 
 
Interview 10 
Researcher This interview is conducted on 12 December 2014 and the interviewee 









Researcher Ahh ... why ... are you picturing a farm?. Is that the farm? 
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 Participant10 Yes. It is the farm but is outside, like we let the cows go and they show 
that if the cow is healthy. So they will produce a good milk and no ??? 
 
Researcher So, why ? Why do you want to see this picture on the packaging? 
 
Participant10 Like, this guy, he come up, he do like this, is, I mean if he guarantee that 
his milk is, ah, is quality, good quality and his cow is healthy and everything 
is just to show that I will buy a good milk. 
 
Researcher Okay. So you’re picturing, or you’re drawing a farm with a blue sky and sun 
and grasses with the free cow and the farmer on the farm. And you say, by 








Researcher and you can see cows living in a free farm, and then you can have a 
healthy milk. 
 
Participant10 Yes. And nowadays we have some like (noise here, missed words) some 
milk is not that good. They put something, I can’t remember, like a 
powder, so it’s not a real one and ... that’s why the quality of that, those 
milks lower than that. So this label, this picture I just want to make sure 
that you are buying a good one. (little laugh). You buying a good one and 
ah .... it’s from the farm really. And we show um ... and also it’s clean, that I 




Participant10 And ... that’s all. 
 









Researche Why do you use the colour green? 
 
Participant10 Green is represent to for the, ah grass. For, that the cow have a good food 
again. 
 
Researcher Okay. What does that colour remind you of? 
 
Participant10 Green is like nature. Um, it peace and, yeah. Peace. For the blue one, it’s 
like an Australian, Australian sky. Have you ever noticed ... I think Australia’s 





Participant10 Yes, on the skies already. This is Australian sky. 
 
Researcher Why do you want to see the Australian sky on the milk packaging? 
 
Participant10 So, mmmm. It is for the product sell in Australia or another word? It’s for 
Australian like, so I think this is ... like, 
 




Researcher blue sky of Australia? 
 
Participant10 (little laugh) Yes. 
 
Researcher Okay. What does that colour remind you ... blue? 
 
Participant10 Mmmm. Just a good day, good day for everything. I want the customers 
to see that, the cows is in a good place and he will produce good milk. 




Participant10 He guarantees that the process of taking milk is cream and yeah. ???? 
 
Researcher Would you like to see a photography of a farm and a farmer or you don’t 
mind to see this picture in a graphic picture or image, or in a cartoon, 
artwork? 
 
Participant10 Actually I don’t mind. 
 
Researcher You don’t mind? 
 
Participant10 But the first thing when I think about ... if I ... I want to see just this picture, 
but if you put some like cartoon 
Researcher Mhmmm. 
 
Participant10 That would be good for children that, I like, attracted them. Attract them 
to drink milk maybe. 
 
Researcher Okay. So you don’t mind if you see the realistic photography or cartoon. 









Researcher Do you want to add more comments that I didn’t ask you about? 
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Participant10 No. Thank you. 
 
Researcher You’re right.  Thank you. Ah, just one more question. What, why you draw 
the sun as well? 
 
Participant10 Ohh, it’s just the sky need to come with the sun. That’s all. 
 
Researcher Okay. What does that colour of the sun on the farm reminds you? 
 
Participant10 Like, farmer when they work, they work outside. So they get tan and they 
work in the sunlight, so just that (pause) mmm, the colour of my sun is 
orange. 
 








Researcher the grass, blue sky and the sun. 
 
Participant10 And this one is a small river. 
 




Researcher River. Nice picture of farm. 
 
Participant10 Yes. Thanks. 
 
Researcher Okay. Great. Thank you again for your time. 
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 Appendix G: 
Survey 
This appendix provides the survey conducted as part of the data collection phase for 
the existing milk labels (the case studies). The survey was conducted as a part of the 
exploratory design sessions and with online participants as well. One sample for paper 






















 A B D C 
 
RESEARCH TEAM   
Principal Researcher: Nazanin Safi Abadi, HDR Student, QUT 
Associate Researcher: Dr. Manuela Taboada, QUT, Dr. Jennifer Seevinck, QUT 
 Creative Industries, Queensland University of Technology (QUT) 
QUESTIONS    
 
1. If you were at the shopping centre choosing milk, which one of the following would 
you choose (assume they all cost the same)? (Please circle your preferred answer.) 
 
   
  
 
2. What was the main reason you chose / would choose this product? (please select 
only one)  
a. Brand  
b. Nutritional value 
c. Packaging  
d. Taste  
e. other, please specify: _____________________   
 
 
Survey  document 
Visual Communication in Food Packaging: An investigation of point-of-sale 
decision making processes 
QUT Ethics Approval Number 1400000638 
E F 
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 3. Please identify the milk LABELs by numbers 1-6 in the order of your preference, 1 is 
the most preferred and 6 is the least preferred. 
 Dairy farmers original milk  
 Dairy farmers 2% fat  
 Pauls original milk  
 Pauls 2% fat  
 Pura original milk  
 Pura 2% fat  
 
4. Think of the milk label you most preferred, please rate the attractiveness of its visual 











     
b. Message 
 
     
c. Pictures 
 
     
d. Writing style 
 
     
 
 
5. Think of the milk label you most preferred. Please explain how each of the following 
aspects of that label makes you feel. For example, “the red reminds me of strawberry jam 

























All the 4 elements together (overall label): 
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6. In your opinion, do any of these labels convey “NATURALNESS”? Please select the 
labels that do and explain why! 
 
   





7. In your opinion, do any of these labels convey “FRESHNESS”? Please select the 
labels that do and explain why! 
 
   
  
 
    
Please explain here: 






 A B D C 
8. In your opinion, do any of these labels convey “HEALTHINESS”? Please select the 
labels that do and explain why! 
 
   







Gender: Male/Female                                                                             
Age range: 18-27 / 28-37 / 38-47 / 48-57 / 58-67 / 68+                        
Do you identify yourself as an 
Australian? 
 
How long have you been in 
Australia? 
Yes / No 
 
 All my life 
 Otherwise please specify the 






Please explain here: 
E F 
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 Sample of Paper Survey: 
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 Sample of Online Survey: 
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